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Rough Proofs 


A bank official in Chicago, it is 
now revealed, got away with $3,- 
666,000 in twelve years. This seems 
to prove that there is still oppor- 
tunity in the banking business for 
ambitious young men. 

” ” * 

Carnation Milk, the posters ad- 
vise, still comes from contented 
cows. These cows are entirely too 
self-satisfied. Someone should take 
them aside and explain that great 
achievements are based on discon- 
tent. 

* - * 

One of Carnation’s competitors 
might advertise that their product 
comes from cows which give the best 
milk there is, but which are very 
much discontented because it isn’t 
still better. 

* - - 

Barber-shops don’t advertise, and 
there is no reason why they should 
as long as they permit their artisans 
to apply a coat of white-wash to the 
face of every unwilling customer 
who puts himself into their hands 
for shave or hair-cut. 

* * ~ 


Some barber-shop would make a 
big hit with men by advertising, 
“From now on each customer will 
be furnished with a clean towel 
without extra charge—you can dry 
your own face.” 

*- * * 


A new newspaper combination 
has been formed by two competing 
publications in the same town. By 
this arrangement, it will be impos- 
sible for a space-buyer to make a 
mistake in the selection of mediums. 

* * * 


According to the Bureau of the 
Census, 26,327,109 men and only 26,- 
170,756 women in the United States 
were married in 1930. Men must be 
decidedly more progressive in such 
matters than women. 

7” 7” ~ 


Maybe the statisticians showed 
this numerical superiority of mar- 
ried men over married women to 
prove that there are at least 156,353 
men who can be faithful husbands 
as long as they have no wives. 

*. * * 


I hope the author of “The Well of 
Loneliness” won’t use these figures 
to prove that nature made more 
mistakes in the United States than 
elsewhere. 

* * * 


On the other hand, the average 
student of the census figures will be 
satisfied to accept the conclusion of 
the philosopher who insisted that 
there are liars, damned liars and 
statisticians. 

* * *” 


The proposed restaurant cam- 
paign is intended to show that 
“dining in restaurants is in line 
with the normal trend of civiliza- 
tion.” But who wants to eat in a 
restaurant merely to justify a 
trend? 


* * * 


The Fisher Body Corporation en- 
tertained 104 boys who won prizes 
in their coach-building contest. The 
boys had a good time, because for- 
tunately they weren’t compelled to 
view the remains of the ex-Tigers. 

* o* * 


The Armand Company has de- 
veloped a brand-new sales appeal 
fer its face-powder, which contains 
No orris-root, therefore causes no 
hay-fever. At last health and beauty 
stand on common ground. 


Copy Cus. 


PEPSODENT EGG 
TRIBUTE PART 
OF OLD POLICY 


Not Caused by Listerine Epl- 
sode, Says Roberts 


Chicago, Sept. 10—The current 
advertising of the Pepsodent Com- 
pany, urging readers to include eggs 
in their diet, was not inspired by 
the Listerine anti-egg copy, Harlow 
P. Roberts, Pepsodent advertising 
manager, said. 

Mr. Roberts explained that the 
current advertising, emphasizing 
certain articles of diet as an aid to 
the preservation of teeth, dates back 
a year. 

“The Listerine controversy merely 
drew attention to our policy and 
made more friends for us than it 
might otherwise have done,” he said. 

The Listerine copy in Good House- 
keeping and American Magazine was 
headed, “Eggs! They tear you down 
socially.” 

The text was not as sensational as 
the caption would suggest. 

“The egg eater,” it said, “is likely 
to have halitosis (unpleasant breath) 
because tiny egg particles have been 
shown by chemical research to be a 
prolific source of unpleasant odors.” 

The copy went on to explain that 
this does not mean that the egg 
eater should quit eating eggs, say- 
ing 


eoThat would be absurd. Eggs 
should be regularly included in the 
menu because of their nourishing 
and health-building qualities. It is 
suggested, however, that after eat- 
ing eggs you brush your teeth more 
carefully. with a good tufted brush; 
and thav you follow this with Lister- 
ine used full strength as a mouth- 
wash.” 


Copy Is Condemned 


National and sectional organiza- 
tions of the egg industry rose up as 
one man to condemn this alleged at- 
tack and the feed industry and 
others offered their support in the 
crusade for more innocuous copy. 

The letter of R. C. Fearl, secre- 
tary of District No. 2, Kansas Car- 
lot Egg & Poultry Shippers’ Assc- 
cian, was typical of a large number 
dispatched to the Lambert Pharma- 
ceutical Company and reprinted in 
the trade press. 


Mr. Fearl characterized the egg 
advertising as “grossly unfair to the 
millions of people in this country 
connected with the egg industry.” He 
warned the company it would be 
held responsible should consumption 
of eggs decline in the immediate fu- 
ture for any reason. 

“You must consider,” he sug- 
gested, “that these people are just 
as vitally interested in maintaining 
the consumption of eggs as you are 
your mouth wash. 

“We feel it is no more than fair 
to ask you to correct your misstate- 
ment of facts. Common courtesy and 
business ethics would demand it. 
The caption and first paragraph of 
your advertisement must be classed 
as destructive advertising, pure and 
simple.” 

After meditating over this and 
other communications, Robert L. 


Lund, vice-president of the Lambert 
Pharmaceutical Company, announced 
the copy would not be repeated. 


Earnest E. 


Calkins 


Resigns Presidency 


of Calkins & Holden 


New York, Sept. 10— Earnest 
Elmo Calkins, who has hewed a dis- 
tinctive niche in the advertising field 
with his fine mind and gift for writ- 
ing, has resigned as president of 
Calkins & Holden, effective October 1. 
He will be succeeded as head of 
the agency by Rene Clarke, who has 
been vice-president and a member of 
the board for many years. 

Mr. Calkins’ decision to give up 
active agency work is due to his in- 
creasing deafness, which makes it 
impossible to undertake the contacts 
upon which modern advertising de- 
pends. He will devote his entire 
time to magazine writing and other 
literary work, in which he has met 
with considerable success. 

Mr. Calkins was born March 25, 
1868, and thus is 63 years old. But 
for the Van Dyke beard which he 
has affected in recent years, how- 
ever, he would seem many years be- 
low that age. 

Like one or two other top-flight 
advertising men who have created 
national reputations, Mr. Calkins 
spent his boyhood in a small town. 
He was born in Geneseo, IIl., and at- 
tended high school at Galesburg, Hil., 
later going to Knox Oollege. 


Started As Reporter 


Also like some other first-rate ad- 
vertising men, Mr. Calkins reached 
the advertising field through the 
editorial department. One of his 
first jobs was on the Galesburg Eve- 
ning Mail. While this experience 
was valuable, Mr. Calkins felt the 
urge to sway the masses with his 
creative pen, and it was not long 
before he became advertising man- 
ager of Schipper & Black, Peoria, 
Til. 

While the records do not disclose 
the fate of this company, young 
Calkins was sufficiently encouraged 
by his experience to spread his 
wings and fly to New York. There 
he wrote copy for Charles Austin 
Bates to such good effect that he 


QUITS ADVERTISING 


ae ee 2 Watt eee 
ey ' er woe 3 
« en wae 
x ae ' 
, ‘ 


E. E. Calkins 


was emboldened to form his own ad- 
vertising agency with Ralph Holden. 

This agency’s list of accounts has 
not been as lengthy as that of some 
others, but for quality it is unex- 
celled. For these clients, Mr. Calkins 
and his co-workers performed so 
well that hardly a year passed that 
the agency did not figure in one or 
more of the Harvard awards. 

In 1927, the first year of the 
Awards, Calkins & Holden won the 
prize for the advertisement most 
effective in combination of text and 
illustration. The copy, written for 
Wesson Oil, was titled, “And That’s 
Why Women Really Prefer It.” 

In 1928, the agency won an award 
with an institutional campaign for 
McCall’s. In the same year, Rene 
Clarke, president-elect of Calkins & 


(Continued on Page 14) 


Last Minute 


News Flashes 


Organize for Exposition Advertising Exhibit 

Chicago, Sept. 11.—There will be an exhibit of advertising at the Cen- 
tury of Progress Exposition in Chicago in 1933, and a representative 
group is being organized to plan the exhibit. 

Among those already serving are A. W. Sherer, Lord & Thomas and 
Logan, representing the Four A’s; Arthur H. Ogle, Bauer & Black, rep- 
resenting the A. N. A.; W. S. Hedges, Station WMAQ, representing the 
National Association of Broadcasters, and B. L. Robbins, General Outdoor 
Advertising Company, representing the outdoor interests. 


“Father of Broadcasting” Is Dead 


Pittsburgh, Pa., Sept. 11—Dr. Harry Phillips Davis, 63, chairman of 
the board of the National Broadcasting Co., whose engineering genius 
won him the title, “Father of Radio Broadcasting,” died of pneumonia. 
He established KDKA, world’s first broadcasting station, on Nov. 2, 1920. 


Leonard Account to Kelvinator Agency 
Detroit, Mich., Sept. 11—The advertising of the Leonard Refrigerator 


Company, subsidiary of Kelvinator, Inc., has 


been placed with Brooke, 


Smith & French, who handle the Kelvinator account. 


Advertising Man with One Company 25 Years 
Boston, Mass., Sept. 11.—Louis D. Gibbs, advertising manager of the 


Edison Electric Illuminating 


Co., was presented 


with a wrist watch by 


fellow workers as he completed 25 years’ service with the company. 


REFRIGERATION 
FIELD INVADED 
BY WARD & CO. 


Also Publish New Fashion 
Magazine 


Chicago, Sept. 10—Montgomery 
Ward & Co. invaded the electric 
refrigeration field this week and 
gave a new twist to its efforts in 
the fashion realm by starting pub- 
lication of “Today’s New York 
Fashions,” a 54-page magazine for 
distribution to rural women. The 
frequency of issue and size of the 
run were not divulged. 

“Tru Kold,” Ward’s new refrig- 
erator, was announced in big space 
in Chicago newspapers. The copy 
was sensational in that no price was 
indicated for any of the three sizes 
offered. 


L. S. Keilholtz, formerly of the 
technical staff of General Motors 
Corporation, recently joined Mont- 
gomery Ward & Co. and the new 
refrigerator is said to be his handi- 
work. 


Chicago As Laboratory 


For the present, distribution will 
be confined to the Chicago district. 
It is believed Ward will use its home 
territory as a sales laboratory in 
preparation for national distribu- 
tion next spring. 

Specialty selling, however, is not 
expected to offer any particular diffi- 
culties. Ward has always done 
more or less house-to-house canvass- 
ing through its retail stores, and it 
does not expect to encounter any 
startling new problems. 

The company began publication of 
a style magazine to meet new con- 
ditions created by the “style con- 
sciousness” of the women of rural 
America. 


“Seasonal publication of a book 
given over entirely to feminine 
styles,” said D. T. Webb, vice-presi- 
dent in charge of merchandising, 
“represents a radical departure in 
mail order merchandising methods 
and we believe meets a long-felt 
want. 


“When merchants went to market 
twice a year to select stocks, wom- 
en’s apparel was a big-volume line 
with mail-order houses. In recent 
years, however, rapid changes in 
styles have made it increasingly 
difficult to keep pace in a catalog 
issued only twice a year. 


Demand Late Styles 


“The new style book is going into 
the hands of women of the country 
almost simultaneously with the 
fashion openings in New York. 
Rural women are as style conscious 
as those in the cities, and the new 
magazine represents an effort to 
meet their demands.” 

The cover of the Ward magazine 
is in silver and black, and the pic- 
tures, many in rotogravure, show 
the latests in frocks, cloaks, coats, 
furs, millinery, leather garments, 
jackets for misses, gloves, bags, 
scarves, hosiery, pajamas, under- 
wear and footwear. 

All material is assembled in New 
York and the books are printed 
there. The magazines are then 
shipped to branch houses for dis- 
tribution. A third color, blue, is 
used on the inside covers. 
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Milwaukee Club 
to Give $1,500 
for Best Copy 


Milwaukee, Wis., Sept. 10—The 
Milwaukee Advertising Club will 
give $1,500 for the best copy pro- 
duced by members during the next 
year. There will be four competi- 
tive periods and entries must be 
submitted in their original publica- 
tion settings under these heads: 

1, retail advertising; 2, national 
advertising (publication or direct 
mail); 3, industrial advertising 
(trade papers or direct mail); 4, 
outdoor advertising. 

Awards will be made for the most 
convincing copy, and this will be the 
sole consideration. 

The rules provide that all entries 
must be made in the name of the 
advertiser, who must be a member 
of the club. Agencies and others 
cannot enter in their own name ma- 
terial produced for a client. 

The club also announced that the 
“Torch,” its publication, will be 
issued regularly as a monthly during 
the club season. Walter Haise, of 
the Robert A. Johnston Co., has de- 
veloped a new garb for the paper. 

As another step in its expansion 
program, the club has engaged per- 
manent quarters in the Wisconsin 
Hotel, a private dining room being 
designed for daily use. 


Thomas Starts Agency 

Edward F. Thomas has resigned 
as director of development for the 
Manhattan Broadcasting System, 
Inc., New York, and established his 
own agency to specialize in radio 
advertising. 


Play Final Tournament 

The final golf tournament of the 
season of the Advertising Club of 
New York will be held at the West- 
chester Country Club, Rye, N. Y., 
Sept. 22. 


Joins Staff of KOA 
Allen B. Spencer, formerly with 
General Outdoor Ad: ising Co., 
has joined the commercial staff of 
station KOA, Denver. 


ADVERTISING AGE 


September 12, 1931 


STRANGE ARRAY 
OF BEASTS TO 
FEATURE COPY 


Start Campaign for Hang-Over 
Remedy 


Boston, Sept. 10—The shades of 
Lewis Carroll and his Jabberwock, 
of Conan Doyle and the dinosaurus 
and other monsters of “The Lost 
World” are recalled in the national 
advertising campaign in behalf of 
Pix-Up, a remedy for hangovers, to 
be run by Wallace-Roberts, Inc., 
Canton, Mass., in sophisticated pa- 
pers, some college magazines and 
other publications to be decided upon 
later. 

The campaign begins in The New 
Yorker of September 12 and in 
Judge next week. Doremus & Co. 
are handling the advertising. Earle 
Lancaster, assistant New England 
manager of the company, the ac- 
count executive, is also artist and 
writer of the copy. 

Each piece of copy in the series 
will introduce a new “Creature I 
Have Met.” A drawing and brief 
description will precede the story of 
the merits of Pix-Up. Among the 
animals to be made famous in this 
way are the Ding-Toed Yawk, the 
Smooth-Bottomed Blizzy, the 
Chicken-Breasted Wurfie, the Pot- 
Bellied Murkin, the Sour-Stomached 
Squeef, and the Soft-Shelled Twiss. 


Story of Pix-Up 


All of these foes can be overcome 
quickly, says the copy, which con- 
tinues: 

“Pix-Up is the prescription of a 
competent physician, and has been 
successfully tested in actual prac- 
tice. Hangovers fade away when 
Pix-Up is taken, for it contains 
twelve ingredients, each of which 
has its specific purpose to attack 


—— ————— 


“Creatures | have met” 
No.1 


by IVA HANGOVER 
Famous Speakeasy Explorer 


THE DING-TOED 


YAW K 


one of the maladjustments which to- 
gether make up a hangover. It is 
unique in that it works on all the 
constituent parts of a hangover and 
not on merely a portioh of them.” 

Underneath this paragraph is the 
trade-mark, followed by the sugges- 
tion: 

“Ask your druggist for Pix-Up. 
If he does not stock it, he can easily 
obtain it from the jobber, or you 
use the attached coupon, if more 
convenient. We will send you a gen- 
erous bottle (ten full doses) for a 
dollar bill attached to the coupon. 
An easy dollar to part with!” 


Guarantees 
Minimum Cost 
for Inquiries 


New York, Sept. 10—An unusual 
announcement, guaranteeing mini- 
mum cost of inquiries in its field to 
advertisers, has been made by Open 
Road for Boys, of which L. S. Glea- 
son is advertising manager. 


AND 


Interest 


= 


Profit 


GO HAND IN HAND 


Magazine readers are known best 
by the editorial policies they choose. 
The informative magazines. of the 
Quality Unit interest only broad- 
horizon men and women whose 
business and community standings 


demand that they keep informed. 


This active interest of 350,000 
executive professionals is incalcu- 
lably valuable to advertisers. High 
purchasing power also makes this 
readership a profitable one. Color 
advertising gives the stimulus to 


convert desire to action. 


Color in the Quality Unit is not 
expensive. Color will sell profit- 


ably. The 429-line page of these 
magazines gives full opportunity for 


effective display. 
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FORUM 
REVIEW OF REVIEWS 
WORLD'S WORK 


The Quality Unit 


55 FIFTH AVENUE, NEW YORK CITY 


Effective with the January, 1932, 
issue, the publication agrees to re- 
fund half of the cost of space if it 
fails to produce more inquiries per 
dollar expended or more sales per 
dollar for mail-order advertisers. 

In making the announcement, Mr. 
Gleason said that the advertising 
volume of the Open Road for Boys 
for 1931 is 20 per cent ahead of last 
year, which recorded the largest 
lineage in its history. 


Miss Dexter Honored 


Caroline M. Dexter, advertising 
manager of Trained Nurse and Hos- 
pital Review, was guest of honor at 
a dinner given by the staff of Lake- 
side Publishing Co., at the Advertis- 
ing Club of New York. Miss Dexter 
has been with the publication 30 
years. 


Ice Price Fixing 
Is Held Invalid 


An Oklahoma statute holding that 
the manufacture and sale of ice is a 
“public business” permitting state 
regulation of prices, was held in- 
valid by the U. S. Circuit Court of 
Appeals for the tenth district. 


Coal Company Uses Radio 


The Lehigh Navigation Coal Co., 
Philadelphia, is sponsoring a series 
of broadcasts over the NBC-WEAF 
network, commencing September 13. 
The Aitken Kynett Co., Philadel- 
phia, is handling the account. 


Meets Untimely End 


The body of Orrin William Ja- 
quish, 45, prominent commercial 
artist of New York, was found in a 
pool of water near a sanitarium at 
Greenwich, Conn., where he had 
been a patient. He disappeared 
from the sanitarium August 27. 


Has German Account 


The Berlin office of Erwin, Wasey 
& Co., New York, has been appointed 
to handle the European account of 
Elise Bock, German manufacturer 


of cosmetics. 


ANIMALS THAT ACCOMPANY HANGOVER 
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THE POT-BELLIED 


MAY FORM NEW 
ASSOCIATION 


New York, Sept. 10—A meeting 
to organize the Association for the 
Advancement of Science in Market- 
ing will be held at the Hotel Chat- 
ham at 6 P. M. Sept. 17. 


Luckies Next 
to Campaign 
on Cellophone 


New York, Sept. 10—The Ameri- 
can Tobacco Company is planning a 
new campaign on Lucky Strikes 
featuring the cellophane wrapping 
in which this package has just been 
introduced to the retail trade. De- 
tails of the campaign are still in a 
tentative stage. 

Though the company has been in 
partial production with the new 
wrapper for some weeks, installa- 
tion of the necessary equipment and 
perfection of the package made the 
change from glassine to cellophane 
a gradual process, resulting in a 
material reduction in the stocks of 
manufacturers, wholesalers and re- 
tailers. 

The result was that while first 
shipments of the new package were 
not made to wholesalers until Sep- 
tember 3, many retailers had. the 
cellophane wrapped pack on their 
shelves this week. 


Lepis Buys Business 
Following the retirement of Fred- 
erick W. Schmidt, Louis A. Lepis, 
Inc., has bought the business of 
Schmidt & Lepis, advertising typog- 
raphers of New York. 


What more 


Paul T. Cherington, chairman of do we need 


the committee of seven appointed at 
a meeting May 12, said it is ready to 
report a definite plan. Reservations 
for the dinner may be made through 
Nathaniel W. Barnes, 122 East 42nd 
street. 

The plan to be submitted, Mr. 
Cherington said, provides for an ac- 
tive organization with a specfic work 
to do, not duplicating that of exist- 
ing organizations, but ready to co- 
operate freely with all, so far as 
they are interested in encouraging 
a scientific approach to marketing 
problems and developing better mar- 
keters. 

If sufficient interest is shown, sec- 
tional meetings will also be held. 


Advertising Golfers 


to Elect in October 
The Western Advertising Golfers 


Association, Chicago, will elect at 
its tournament Oct. 6, H. S. Irving, 
of the Irving-Cloud Publishing Co., 
being the presidential candidate on 
both tickets. Here are the tickets: 
Regular: For president, H. S. 
Irving, Irving-Cloud Publishing Co.; 
first vice-president, E. R. Goble, 
Stack-Goble Advertising Agency; 
second vice-president, H. G. Schus- 
ter, Chicago Daily News; secretary, 
H. E. Cole, Crowell Publishing Co.; 
treasurer, S. R. Penfield, Curtis 
Publishing Co.; directors, C. D. 
Freeman, Popular Science Monthly; 
G. H. Hartman, J. L. Sugden Adver- 
tising Co.; H. K. Clark, New YorR 
Sun; R. W. Richardson, Liberty; L. 
L. Northrup, McCall Co.; G. R. 
Cain, Swift & Co.; C. B. Goes, Jr., 
Goes Lithographing Co.; John 
Petrie, John M. Branham Co.; L. R. 
Maxwell, Williams & Cunnyngham. 
Members’ ticket: First vice-presi- 
dent, Charles M. Freeman, Good 
Housekeeping; second vice-president, 
Glen Clarke, Chicago Herald & 
Examiner; secretary, J. W. Banister, 
College Humor; treasurer, R. B. 
Johnston, Blanchard, Nichols, Cole- 
man & Johnston; directors, O. C. 
Harn, Audit Bureau of Circulations; 
J. L. Sugden, J. L. Sugden Adver- 
tising Co.; J. J. McConnell, J. P. 
McKinney & Son; Chas. H. Shat- 
tuck, Macfadden Publications; C. 
Earl Pritchard, J. Walter Thomp- 
son Co.; F. 
Publishing Co.; J. R. 
Crowell mecca ge Co.; Fred 
Klaner, Jr., Macy & Klaner; Wal- 
lace Patterson, Christian Herald. 


Print MacF adden Papers 


Effective with the October issue, 
the western editions of True Story, 
True Romances and True Detective 
Mysteries, will be printed by W. F. 
Hall Printing Co., Chicago. These 
publications were formerly printed 
entirely in the East. 


to gain your 

consideration? 
25% gain in Circula- 
tion since 1928 


21.4% bonus over our 
guaranteed circulation 


Change to English fin- 


ish paper, Caslon type, 
new makeup and illus- 


trated cover, begin- 
ning with the issue of 
September 9 


Special Newsstand 
drive backed by news- 


paper advertising 


81% of Outlook cir- 
culation in the highest 
rated market areas 


69% Outlook reader’s 
income is over $3000 


per year 


40% Outlook reader’s 
incomes over $5000 


per year 


(4 A’s Qualita- 
tive Analysis by Daniel 
Starch ) 


OUTLGDK 


> and Independent 
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ADVERTISING AGE 


SALESMEN’S CONTEST ANNOUNCED AT CAMP 


— 


General Electric refrigerator distributors and salesmen heard of the election contest 
while recuperating at Association Island. Here they are discussing the drive, which starts 


Sept. 14. 


4,3 PER CENT 
OF POPULATION 
IS ILLITERATE 


Washington, D. C., Sept. 10—The 
decline in illiteracy in the United 
States and the new status of 
women as wage earners were factors 
stressed by the Bureau of the Cen- 
sus this week in a study based on 
the 1930 population census. 

Illiteracy among persons of 10 
years and over dropped during the 
past decade from 4,931,905 to 4,283,- 
753, or from 6 to 4.3 per cent, the 
Bureau announced. Illiteracy 
dropped among the white population 
from 4 to 2.7 per cent; among Ne- 
groes from 22.9 to 16.3 per cent, and 
among all other races from 25.6 to 
25 per cent. 

An illiterate for census purposes 
is anyone unable to read or write in 
English or any other language. The 
percentage of illiteracy for males is 
4.4 and for females, 4.3. 

Iowa leads all states in literacy, 
with an illiterate population of only 
0.8 per cent, while Louisana led in 
reduction of illiteracy during the 
decade, from 21.9 to 18.5 per cent. 

Studying social and economic con- 
ditions, the Bureau found that the 
percentage of females gainfully em- 
ployed has increased from 21.1 of 
the total population in 1920 to 22.1 
in 1930. The actual number in 1930 
was 10,778,794. 


Allen Seed Is Now 


Publisher’s Special 
Ailen H. Seed, Jr., has resigned 
as vice-president and secretary of 
Jordan Advertising Abroad, New 
York, to become vice-president and 
a director of S. S. Koppe & Co., in- 
ternational publishers’ representa- 
tives of New York and London. 
r. Seed was formerly vice-presi- 
dent of the W. J. Morton Company. 


Drop “Ghost Stories” 
_ Ghost Stories, one of the 10 pub- 
lications of the Good Story Maga- 
zine Co., New York, will be discon- 
tinued with the December-January 
Issue. Its discontinuance will not 
affect the advertising rates of the 
Good Story Group combination. 


Hugh O’Reilly Passes . 
Hugh C. O’Reilly, 65, veteran 
newspaper man and former general 
manager of the Standard News As- 
sociation, New York, died at his 
home in Ridgefield Park, N. J., Sep- 


tember 8 


Start “Strange Tales” 


Clayton Magazines, Inc., New 
York, has started Strange Tales. 


Offer $1,000 
for Best End 
for New Talkie 


New York, Sept. 10—In a tie-up 
with United Artists, Movie Romances, 
published by the W. D. Boyce Com- 
pany, Chicago, will use full pages 
in magazines and newspapers, Wil- 
liam Fleming French, editor of the 
publication, announced. 

The campaign, designed to build 
circulation for Movie Romances, 
features a contest in connection with 
“The Unholy Garden.” The adver- 
tisements will be headed, “Win 
$1,000 by merely giving your sug- 
gestion as to how you would have 
ended Samuel Goldwyn’s great pro- 
duction of Ronald Colman in ‘The 
Unholy Garden.’ ” 

Plans call for an expenditure of 
between $200,000 and $300,000. The 
newspaper copy will appear in pa- 
pers in every city or town where 
the picture is shown. Reprints of 
the magazine copy will be distributed 
by ushers at all United Artists 
theatres. 


General Motors Sales 
Decline in August 


August sales of all General Mo- 
tors cars to domestic consumers to- 
talled 69,876 as compared with 86,- 
426 for the same month of 1930. 

Sales to dealers in the United 
States were 62,667, compared with 
76,140 last year, and sales to deal- 
ers throughout the world were 70,- 
078, compared with 85,610. 


Utah Tobacco Law 
Goes to Supreme Court 


The constitutionality of the Utah 
law which makes it a misdemeanor 
to advertise cigarettes, cigars or 
smoking tobacco in intrastate med- 
iums has been taken to the U. S. 
Supreme Court by the Packer Cor- 
poration. 

The law does not apply to news- 
papers, magazines or periodicals. 


Employes of Basham 
Take New Positions 


C. B. Dugan, former Chicago man- 
ager for the defunct Thomas E. 
Basham Co., has joined the Sehl 
Advertising Agency, Chicago. 

W. Terrell Dickey, former art di- 
rector of Basham, is now art direc- 
tor for the Louisville office of the 
Chambers Agency. 


Shovel Companies Merge 


Ames Shovel & Tool Co., Baldwin 
Tool Works, Hubbard & Co., Pitts- 
burgh Shovel Co., and Wyoming 
Shovel Works have merged as the 
Ames-Baldwin-Wyoming Shovel Co., 
bg headquarters in North Easton, 

ass. 


Co 


6-E SALESMEN 
PLAN ELECTION 


Cleveland, O., Sept. 10—At sun- 
rise on September 14, 10,000 sales- 
men will start on the most colorful 
sales drive ever staged by the elec- 
tric refrigeration department of the 
General Electric Company. 

This campaign, which will take 
the form of an election contest, will 
continue for ten weeks and while 
there will be innumerable prizes for 
sales feats, winners in the nation- 
wide contest will be honored by 
election to office in the mythical 
land of “Refrigerania.” Sales mean 
votes. 

Distributors of General Electric 
refrigerators will run for president 
of “Refrigerania” and for cabinet 
portfolios, such as Vice-President, 
Secretary of State, Secretary of the 
Treasury, Secretary of Commerce, 
Secretary of Health, and Secretary 
of Education. : 

Sales managers in each distribu- 
torship will compete for the office of 
governor; branch managers and su- 
pervisors will run for lieutenant 
governor; utility merchandising man- 
agers will stand for Senator, while 
dealers in each distributorship will 
run for congress. Salesmen will 
compete for the office of mayor of 
their distributor’s chief city. 

Prizes will range from custom- 
built deluxe automobiles and spe- 
cially-constructed delivery trucks to 
desk sets; diamond rings and movie 
cameras to davenports; watches and 
necklaces to oriental rugs; bed room 
suites and imported linens, to floor 
lamps, bookcases and fur coats; from 
camping outfits, chests of silver and 
electric clocks to golf bags. In ad- 
dition, there will be several thou- 
sand dollars in cash prizes. 


Develop New Type of 


Gasoline Dispenser 
A gasoline dispenser which keeps 
a record of the gallons dispensed 
and of the total sales in dollars, and 
which also computes each transac- 
tion and provides a receipt for the 
purchaser, has been developed by 
the Davis Welding & Mfg. Co., Cin- 
cinnati, and the Ohmer Fare Regis- 
ter Co., Dayton, O. 


Get New Account 
Carter-Thompson Co., Philadel- 
phia, is now handling the advertis- 
ing of the South Jersey Port Com- 
mission, operators of the Camden 
Marine Terminals. 


New Ice Cream Paper 

Modern Ice Cream Industry, a 
pocket-size monthly, will issue its 
first edition in October. It will be 


published: by Adspec Publishing Co., 


THEY HAVE TO 
KNOW YOU!.. 


New York. 


Ask your physician if Oscodol Tablets are safe for you 


R 
“7 


to give to the children. He may be an old curmudgeon 
1873 — 


who says that the best thing for all children are liberal 


RR FH FH 


doses of arsenic, but he may on the other hand just 
* 


Ya 


have collected a bill three years overdue. The chances 


a ea aati 
$$$ (’28) . 3 


are he will then say that Oscodol is the berries. He will 
O.K.—O.K. 


say it because the Metz Laboratories have sold him the 
H:SO— 


idea through the medium of his medical journals. If he 


a 


doesn’t know Oscodol, he’ll recommend an “or equal.” 
thumbs down 5 thumbs up ’ 


Well that’s what also happens between an architect 


ee 


and his client. If the architect doesn’t know about you 


se 
~ 


he can’t recommend you. Which brings us to the main 
—$0.00— 


point: Where do you stand with *our 5,004 architects’ 
oe 


offices for an original specification or an “or equal?” 
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ARCHITECTURE 


THE CREAM OF THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK: CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 
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Earnest Elmo Calkins 


The retirement of Earnest Elmo 
Calkins, of Calkins & Holden, an- 
nounced in this issue of ADVERTISING 
AcrE, marks the end of a long and 
honorable career in the advertising 
agency business. Mr. Calkins is one 
of the real veterans of the business, 
and as one who has contributed 
much to the development of adver- 
tising and to the maintenance of the 
highest standards, he deserves the 
good wishes of the entire business in 
his retirement from active partici- 
pation in the affairs of the agency. 


Mr. Calkins and his agency have 
received distinguished recognition in 
the Harvard Advertising Awards, 
and this was generally hailed as a 
proper testimony and tribute to a 
man who in his work in the advertis- 
ing field had done much to raise its 
standards and eliminate its abuses. 
His achievements have been along 
the lines of sound application of ad- 
vertising to current business prob- 
lems, and because of that fact, the 
advertising public considered the 
awards to have been well bestowed. 

The advertising business is one 
which needs men of the type of Mr. 
Calkins. It is easy to get into, easy 
to make a success in, if conditions, 
connections and the rest of it are 
highly favorable. But it is not a 
business in which it is easy to make 
a permanent success without having 
the right ideas and ideals about ad- 
vertising, and how to make it an in- 


tegral part of the business activities 
of its users. 

Mr. Calkins, we believe, has set 
a splendid example to the entire 
agency field in conducting his busi- 
ness soundly and successfully, but 
with due regard to business ethics 
and to the development and advance- 
ment of the art of advertising. 

Mr. Calkins’ retirement, while still 
enjoying full strength and vigor, is 
ascribed to the handicap of deafness 
from which he has suffered for a 
number of years. This will not in- 
terfere with his pursuit of literary 
activities. His articles and books on 
business, and especially on advertis- 
ing, have been deservedly popular, 
and he will have even broader op- 
portunities to educate the advertis- 
ing world and the public at large as 
to the functions and possibilities of 
advertising through this means. 

Because of the service he has ren- 
dered to the business of advertising; 
because of the high standards which 
he has set for the conduct of an 
agency business; because he has 
stood for sound and clear thinking 
about advertising, and for the elimi- 
nation of bluff, bombast and exag- 
geration in its use—for all of these 
reasons, ADVERTISING AGE congratu- 
lates Mr. Calkins upon his comple- 
tion of a distinguished, successful 
and happy career in the advertising 
field, and trusts that he has many 
more years of interesting and fruit- 
ful endeavor yet before him. 


The “No Advertising’’ Fallacy 


One of the cigarette manufactur- 
ers is appealing to the economy mo- 
tive now evident in much retail pur- 
chasing by cutting its price to ten 
cents a package of 20 cigarettes, and 
featuring the idea, “We can do this 
because we are not advertising.” 

Some consumers may be im- 
pressed by the apparent results of 
the savings established through not 
advertising the merits of the prod- 
uct, but probably not as many as 
would have accepted the suggestion 
a few years ago. Most consumers 
are employes, and most employes 
know that the successful businesses, 
those which continue to meet pay- 
rolls at the end of every week, are 
those which advertise. 

Furthermore, the observer who 
sees the announcements of the re- 
sults of the “no advertising” policy 
must be impressed with the fact 
that the news got to him by way of 
advertising—display cards, window 
signs, etc., all of which is part of 
advertising. And the consumer 
realizes that since this and all other 
advantages of cigarettes and other 
products which he may purchase can 
be told to him regularly only through 
advertising, he is bound to decide 
there’s something wrong with the 
argument. 

Of course, the consumer is always 
glad to get the product he is accus- 
tomed to buy for less than he for- 
merly paid. He is not worried about 
the economics of it, and if the manu- 
faecturer thinks he can make a price- 


cut more gracefully by attributing 
it to savings through the elimination 
of advertising, the customer will not 
stop to argue the point. That is, if 
he’s an old customer. But how about 
the prospect who is already using 
another brand, and who is now asked 
to switch? 

If he happens to be smoking 
Camels—and a good many people 
have undoubtedly responded to the 
effective advertising of that brand 
by switching to it in recent months 
—he will recall that it was through 
advertising that he learned of the 
merits of Camels. He will appreci- 
ate that the exensive advertising of 
the brand reached millions of new 
consumers, and made it possible for 
the manufacturers of Camels to sup- 
ply a better value than ever before. 
And he will very probably wonder 
whether the cut in the price of the 
cheaper cigarette is the result of 
lack of demand, reduced quality or 
some other unknown factor, rather 
than advertising. 

We may be attributing more care- 
ful analysis of a manufacturer’s 
claims by the average consumer than 
is usually given to them; but retail 
buyers, as well as others, are far 
more critical than formerly of what 
the advertiser says, and when a 
manufacturer uses advertising to 
announce a price cut attributed to 
“no advertising,” we believe the con- 
sumer can see the holes in the argu- 
—_ and the nigger in the wood- 
pile. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


290. Presenting Fleuron Offset. 
This folder from Calwell, Inc., 
New York, will interest advertisers 
| who pride themselves on keeping up 
with mechanical developments. Fleu- 
ron Offset is described as neither 
lithography nor letter press, though 
more of the former than of the lat- 
ter. Blenda Gavure is another pro- 
cess described. [Illustrations pro- 
duced by both methods are shown. 


291. 4 Primary Questions About 
the Primary Market. 

In this 18-page booklet, Time com- 
bats the idea that the influence of 
men is nil when it comes to food 
products. While it concedes that 
women may be the dominant power 
in small-income families, in those of 
$5,000 and up, the reverse is true. 
Here is the way men in this class 
summarized the food situation to 
Time: “79.8 per cent listed break- 
fast foods bought particularly for 
them; 75.2 per cent listed coffees; 
75.2 per cent listed cheeses; 54.2 per 
cent listed sauces; 63.6 per cent 
listed ginger ales and mineral wat- 
ers; 32.9 per cent wrote their own 
ticket, listed other food products 
bought particularly for them.” 


292. Standard Market Data for 
Marion, O. 

Newspapers are gradually adopt- 
ing the form of presentation rec- 
ommended by the A. N. P. A. and 
the A. A. A. A., the latest being the 
Marion (O.) Star. This folder sets 
Marion’s volume of retail trade at 
$17,429,623, with an additional $20,- 
497,302 coming from other towns in 
its trading area. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 

This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


243. Announcement — The 
Company. 

With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organization’s knowl- 
edge of radio entertainment that 
clicks. 


Hanjon 


277. The Review of Reviews in 
Atlanta, 

This is the second of a series of 
analyses of readers of Review of 
Reviews, the first covering Youngs- 
town, O. A credit company handling 
7,000,000 reports annually surveyed 
the entire Atlanta subscription list, 
then submitting the findings to 
certified public accountants for 
verification. The report, issued as 
“A Market Audit of Circulation” 
shows the high standing and affiu- 
ence of readers. 


281. The Collegiate Salesman. 


Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


288. “Shop for Value—Not Price.” 


This is a collection of reprints of 
12 business editorials being pub- 
lished by the Brooklyn Daily Eagle. 
Cleverly written, they urge the 
buyer to put quality before every 
other consideration in shopping. The 
same paper is offering a folder en- 
titled, “Let An Old Friend Introduce 
You.” It is the newspaper’s story 


boiled down. 


This folder from the Collegiate 


salesmanship.” 


HOW TO SELL TOUGH CUSTOMERS 


~ 


“Gunmen, as a class,” remarks Boot and Shoe Recorder in a 
a new series of hints to readers, “are difficult to please and 
extremely fussy about their footwear. But it’s wonderful how 
some of those hard-boiled boys respond to a bit of high-pressure 


Dealer Co-operation 
Sought for Decade 


To the Editor: We read with in- 
terest the complete and detailed ac- 
count of the American Gas Associ- 
ation’s code of merchandising prin- 
ciples for the stimulation of a higher 
degree of cooperation with gas ap- 
pliance dealers, in your issue of 
Aug. 22. ; 

In the second paragraph, how- 
ever, there appears a_ statement 
which indicates a misunderstanding. 
It reads as follows: 

“This about face on the part of 
the Association is said to have been 
due to fear of unfavorable legisla- 
tion, inability to promote the sale of 
appliances effectively without coop- 
eration from independent dealers 
and pressure from manufacturers of 
appliances.” 

We have been working on dealer 
cooperation for ten years. Joint 
committees of the association and 
dealers held meetings back in 1926. 

Most of the gas companies have 
for years realized the importance of 
cooperative relations, while recogniz- 
ing the necessity of continuing and 
even enlarging their merchandising 
and promotional activities in the 
interest of dealer as well as of 
utility sales. 

In 1929 the American Gas Asso- 


Voice of the Advertiser 


ciation entered into an agreement 
with the Heating and Piping Con- 
tractors National Association simi- 
lar to the 1931 set of merchandising 
principles. 
ALEXANDER FORWARD 
Managing Director, American 
Gas Assn., New York City 


* * * 


Bay Account Still 
with Redfield-Coupe 


To the Editor: Your announce- 
ment that the Blackman Company 
is handling our advertising is in 
error. Redfield-Coupe are still our 
advertising agents. 

While we manufacture baby pow- 
der, it is a small part of our line. 
We are the third largest manufac- 
turers of surgical dressings in the 
country. 

J. S. BRITTON 
Vice-Pres., The Bay Co., 
Bridgeport, Conn. 
* * + 


Brand New Year 


To the Editor: This amusing 
mailing from the Cincinnati Post 
came to my desk Aug. 31. Perhaps 
it is worthy of comment. 

ARTHUR L. THEXTON 
Procter & Collier Co., 


Last » New Moon 
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A new year has arrived, acaprding to the Cincinnati Post, 
which offers this calendar to prove it. 
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HOPE TO PLACE 
BRAKE LINING 
BACK ON MAP 


Indianapolis, Sept. 10—A _ consu- 
mer campaign which is declared to 
be the first in the history of the 
brake lining industry was begun by 
the American Brake Materials Cor- 
poration, Detroit with a full page in 
the Saturday Evening Post of Aug- 
ust 15. It advertised American 
Brakeblok, which it terms “a new 
type brake lining.” The campaign 
is handled by Sidener, Van Riper & 
Keeling, Indianapolis. 

The corporation is a subsidiary 
of the American Brake Shoe & Foun- 
dry Company, “retardation special- 
ists for more than 50 years,” whose 
chief business is the manufacture of 
brakes and brake shoes for railway 
trains. 

With the development of the use 
of trucks and buses by railway com- 
panies, the company some years ago 
developed American Brakeblok to 
sell to its railway clients for their 
heavy duty automotive vehicles. The 
material later was adapted for use 
on passenger automobiles, and the 
subsidiary corporation was organ- 
ized to handle this line. 

Although it has been manufac- 
tured and sold for several years, the 
product has not been extensively 
advertised. Recently the company 
decided on an advertising and selling 
campaign, to put its product on a 
par with other automotive supplies. 

Fall Far Behind 

“In the past ten years brake lin- 
ing, and its importance, have fallen 
far behind in national magazine ad- 
vertising,” says the dealer presenta- 
tion book which the salesmen carry. 

“In proportion to other automotive 
advertising in national magazines, 
brake lining manufacturers use little 
more than half the amount of maga- 
zine space they used ten years ago. 

“Naturally, the brake lining trade 
has made less progress and profit 
than it would otherwise, because the 
car-owner’s attention has been di- 
rected more powerfully to other 
products.” 

The campaign as prepared so far 
consists of one full page each month 
for the remainder of this year in the 
Post, directed to consumers, and ex- 
tensive trade paper advertising, to 
build up jobber distribution. The 
Post copy not only points out the 
advantages of American Brakeblok, 
but aids the safety movement and 
helps build up brake service business 
with the admonition “Don’t Neglect 
Your Brakes.” 

As part of the merchandising pro- 
gram consumer booklets have been 
printed, dealer signs and window 
displays prepared, and the “Amer- 
ican Brakeblok Sales and Service 
Bulletin” will be published and 
mailed monthly to jobbers and brake 
service station operators. 


Louisville Paper 
Sold to Gallagher 


The Louisville Herald-Post was 
sold September 8 to John B. Galla- 
gher, New York, for $175,000 plus 
assumption of a $140,000 mortgage. 
Mr. Gallagher did not announce his 
plans for the property. 

In the bankruptcy schedule, the 
Herald Post Company indicated lia- 
bilities of $4,158,000 and assets of 
$1,833,000. 


Back in Louisville 


John Erle Davis, who has been 
director of the utility advertising 
division of the Whitney Graham Co., 
Buffalo, N. Y., has returned to 
Louisville, Ky., his home city, as 
vice-president of the Stark Advertis- 
ing Agency. 


Resume Detective Series 


__ G. Washington coffee will resume 
its radio presentation of the adven- 
tures of Sherlock Holmes Sept. 17 
over the N. B. C. Serial stories will 
Succeed individual episodes. 


ADVERTISING AGE 


PLAYS PROMINENT PART 


A. E. Bryson, Halsey, Stuart & 


Co., Chicago, who as - presiding 
officer at investment departmental 
meetings and speaker, will play a 
prominent part at the F. A. A. 
meeting at Boston next week. 


Sell Front Page 
for First Time 
in Forty Years 


New York, Sept. 10—For the first 
time since the paper was established 
in 1892, a single advertisement oc- 
cupied the entire first page of Daily 
News Record Wednesday. 

The paper formerly sold front 
page advertising, dividing it among 
a number of advertisers. This policy 
was discontinued about ten years 
ago. 

Milton Adler, of the Fairchild 
Publishing Company, said the change 
was made primarily to “advertise 
advertising” to the textile industry, 
which still lags in spite of recent 
merchandising improvements. 

The American Woolen Company 
was the first to use Page 1 of Daily 
News Record. It is headed by Lionel 
J. Noah, whose entire experience 
until this year was in department 
stores. He was formerly vice-presi- 
dent and merchandise manager of 
Gimbel Brothers, Philadelphia. 


Three for Van Sant 


Van Sant, Dugdale & Corner, Bal- 
timore, have been appointed by the 
What Cheer Laundry and Swiss 
Cleaning Co., both of Baltimore, and 
Victor J. Evans & Co., patent attor- 
neys, Washington, D. C. 


Cut Frigidaire Prices 
A 5 per cent reduction of all 
Frigidaires selling for less than $250 
and a 10 per cent cut on more ex- 
pensive models, is announced in the 
current copy of the Dayton com- 
pany. 


Publish Grocery Report 
The Department of Commerce has 
issued Part 2 of the Louisville Gro- 


cery Survey. It is available for 20 
cents. 


Vaughan Advanced 
William E. Vaughan has been 
appointed sales manager of the 
Field-Ernst Envelope Co., San Fran- 
cisco. 


Free Bread in Tie-Up 


Virginia Sweet Foods, Inc., In- 
dianapolis, is giving a five-cent loaf 
of bread free with its products in a 
test campaign in that city. 


Made Sales Manager 


Herman G. Deupree has been av- 
pointed sales manager of the newly 
awe Stolte Stoker Corp., Indian- 
apolis. 


J. J. Daniels Dead 


John J. Daniels, Boston advertis- 
ing man, died at his home in Brook- 
line, Mass. 


Illustrator Dead 


Edward D. Allen, 75, retired 
artist and advertising illustrator, 


died at Gloucester, Mass. 


5 


When the goose hung high, you 
> could reach down for business 
—now you have to reach Up... 


This year’s conditions make last year’s statistics as out 
of date as a knee high skirt. 

WHO BUYS IT NOW, as told to us by 589 
Grocery chain store executives is not a graph of the 
past — it’s a forecast of future buying. Whether you sell 
the chains or not, your business is bound to be affected 
by what these men know to be true. 

This report definitely confirms the fact that the 
neighborhoods that will make sales and profits for you 
are exactly those where COSMOPOLITAN finds its 
greatest circulation. 

If 1932 prospects interest you more than 1931 history 
you'll find meaty reading in this report, which is yours 
for the asking. 


ts hasermational 


osmopolitan 


The Class Magazine with 1,700,000 Circulation 


BASHAM AGENCY 
IN ASSIGNMENT 


Louisville, Ky., Sept. 10—The 
Thomas E. Basham Company, Inc., 
pioneer advertising agency of this 
city, has made an assignment to 
creditors, and will cease to exist. 

Thomas E. Basham, founder and 
president, gave these reasons for its 
failure: 

1. Unwise investments of too 
much of the company’s surplus and 
working capital in securities at the 
peak of the market. 

2. Too much outlay in the elec- 
trical spectacular end of the outdoor 
department. 

8. Inability to collect more than 
its capital ($40,000) in the way of 
long past due accounts receivable 
and notes receivable. 

4. Curtailment and cancellation 
of several of its best accounts until 
after the first of the year, running 
into hundreds of thousands of dol- 
lars. 

Mr. Basham took over the entire 
ownership and management on June 
1, several of the other officers retir- 


ing at that time. He was unable, 
however, to place the business on a 
sound basis. 

Mr. Basham’s plans for the future 
are indefinite. He will, however, re- 
main in the advertising field, either 
with another agency or as advertis- 
ing manager for a national concern. 


“Journal” to Build 


The new building to be erected in 
New York at 42 to 44 Broad Street 
for the Wall Street Journal will be 
seven stories high and cost about 
$400,000. It will replace the struc- 
ture at the same address occupied 
by the company for several years. 


NO CHANCE FOR 
RATE REDUCTION 


Kansas City, Mo., Sept. 10—Nor- 
ris Ewing, of the Amarillo (Texas) 
News-Globe, was elected president 
of the Midwest Advertising Man- 
agers’ Association at the annual 
meeting, succeeding Rex Justus, of 
the Tulsa (Okla.) World. 


Sam E. Gerhart, Fort Smith 
(Ark.) Southwest American, was 
elected vice-president; Earl C. 
Woodward, Salina (Kan.) Journal, 
secretary; and J. I. Meyerson, 
Daily Oklahoman, Oklahoma City, 
sergeant at arms. 


Consensus was that there can be 
no reduction of advertising rates 
until a larger volume of advertis- 
ing develops. None of those pres- 
ent has reduced rates, or expects to, 

poll indicated. 


Members reported that the figures 
of the Bureau of the Census, show- 
ing the relative rank of each city 
in sales of-certain commodities, are 
having an important influence on 
advertising. 


Is Agency Officer 


Norman E. White, former pub- 
licity director of the Association of 
Cotton Textile Merchants of New 
York, has become a vice-president of 
a eed Advertising Corp., New 

ork. 


Magazine Moves 
The Parents’ Magazine, New 
York, has moved from 255 Fourth 
Avenue to 114 East 32nd Street. 
The new telephone number is Cale- 
donia 5-6810. 


Daily Suspends 
The Birmingham (Ala.) Indepen- 
dent, a morning newspaper, sus- 
pended Sept. 4. 
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“Time” to Move 

Time, Inc., publisher of Time and 
Fortune, has taken a 10-year lease 
on the 50th and 5lst floors in the 
tower of the Chrysler Building, 
New Yor 

The two floors, providing 17,000 
square feet of space, will be occupied 
by editorial and advertising offices 
when extensive alterations are com- 
pleted. 


Elected to Four A’s 


Lavin & Co., Boston, have been 
elected to membership in the Ameri- 
ean Association of Advertising 
Agencies. 


Start “Captain Puget” 

E. Fred Johnson has started pub- 
lication of Captain Puget as a 
monthly magazine at Seattle, Wash. 


> peaking of 
Life’s 
40% rate’ 


reduction .... 


Chair MAXWELL, 
president of Life Publishing 
Co., in a letter to a promi- 
nent member of the A.N.A., 
recently made several re- 
marks which are digested as 
follows: 


“Tt’s hard to overlook a class 
publication which can be 
bought for $5.94 per page 
per thousand.” 

a 


“There are undoubtedly over 
a million readers of every 
issue of LIFE. This is based 
on several investigations 
which have been made on 
our secondary readership. 
You can credit any publica- 
tion with as many readers as 
you see fit, and still find that 
LIFE is competing on a 
price-basis with the five cent 
weeklies.” 


“Look at LIFE from either 
or both of the above stand- 
points, and you will not hesi- 
tate to buy it. You speak of 
economy—and here it is!” 

* 


“Sales today come only to 
those who go out and sell, 
and that means advertise 
now, without delay.” 


* 
*NEW ADVERTISING RATES 
Old Rate New Rate 
$ 2.50 Per Agate Line..... $ 1.60 
1,000.00 Full page, b & w.... 600.00 


1,650.00 2nd Cover .......... 
1,650.00 3rd Cover .......... 
2,350.00 4th Cover 


1,000.00 
1,000.00 
1,500.00 


Lif’e 
60 East 42nd Street 
New York 


MORE THAN A MILLION PEOPLE 
READ LIFE EACH WEEK 


ADVERTISING AGE 
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JARMAN OFFERS 
FREE AVIATION 
GROUND COURSE 


Shoe Company GCo-operates 
with Curtiss-Wright 


New York, Sept. 10—Co-operat- 
ing with the Curtiss-Wright Corpo- 
ration, the Jarman Shoe Company, 
Nashville, Tenn., manufacturer of 
Friendly Five shoes, will offer every- 
one over 18 years a free ground 
course in aviation at any of the base 
cities in which Curtiss-Wright oper- 
ates. 

In explaining the details, C. P. 
Clark, Jarman vice-president and 
advertising manager, said the fall 
appropriation is the largest in the 
company’s history. 

The campaign call for full pages 
in Collier’s, smaller units in The 
Saturday Evening Post, sizeable 
space in newspapers in key cities, 
radio and direct mail, and special 
service to enable the 5,000 Friendly 
Five dealers to cash in on the idea. 

Clubs were formed in three cities 
to test the value of the aviation 
hook-up. Membership of each club 
is over 300, exceeding expectations 
of the sponsors. 

The radio program started August 
28 over the Columbia Broadcasting 
System and will run every Friday 
for 52 weeks. A feature will be 
chats by Casey Jones, vice-president 
of the Curtiss-Wright Corporation, 
who will relate some of his war ex- 
periences and comment on signifi- 
cant developments in aviation. 

This is the first time in the his- 
tory of radio, Mr. Clark stated, that 
aviation has been given a regular 
weekly spot on a nation-wide hook- 
up. 


Referred to Dealers 


An expensive booklet, “It’s Easy 
to Fly,” will be offered radio listen- 
ers. On the back are shown the 
nearest Friendly Five shoe store and 
Curtiss-Wright base. If the re- 
cipient wishes to take the free 
ground course in aviation he can 
make the necessary arrangements 
with either. 

This feature is expected to result 
in the exchange of mailing lists by 
both concerns for the benefit of their 
dealers. All stores handling Friendly 
Five shoes will tie-up with the cam- 
paign with special window displays 
the latter part of this month, utiliz- 
ing aviation equipment from Curtiss- 
Wright dealers and display material 
from the Jarman company. 

A considerable investment is be- 
ing made in adequate tie-up mate- 
rial. It includes a series of mats, 
mainly featuring the weekly radio 
programs which, in addition to the 
talks by Casey Jones, include music 
by Pilar Arcos’ Rio Plata Spanish 
Orchestra, brought to America by 
the company especially for these 
broadcasts. 

Streamers and cards and a large 
map of the United States showing 
the radio hook-up, are also supplied. 
Two post cards are furnished, as 
well as a blotter, all being printed in 
color with the store’s imprint. A 
giant Western Union telegram for 
dealers to announce the inaugura- 
tion of the program, with a novel 
piece of direct mail advertising in 
the form of a theatre ticket entitling 
the recipient to “the best seat in the 
C. B. S. Radio Theatre every Friday 
night,” are also offered. 

Mr. Clark said that the Jarman 
Shoe Company, though in operation 
but seven years, has already out- 
grown four factories largely because 
of a progressive advertising cam- 
paign each year of its existence. 
Production has increased from 300 
to more than 9,000 pairs daily with 
an average annual increase of 23 
per cent. The shoes are handled by 
5,243 dealers in every state in the 
Union, and in 18 foreign countries. 


ROUND-WORLD TRAVELER IS HOME 


W. L. Bomer, vice-president in charge of foreign sales of the 
Bristol-Myers Co., New York, landed at Newark airport after a 
seven months’ trip around the world with his family, which was 
covered largely by air. Mr. Bomer arranged for construction of a 
new home for Drug, Inc., at Sydney, Australia. 


New Electric 
Cigar Lighter 
Is Detachable 


Bridgeport, Conn., Sept. 10.— 
Casco Products Corporation, de- 
scribed as the world’s largest maker 
of electric cigar lighters, has intro- 
duced a number of new models and 
is now engaged in an intensive direct 
mail campaign to introduce the line 
to dealers in automotive accessories. 
Trade papers are also being used. 

The Casco “Visalite” wireless 
lighters have a lens in the Bakelite 
head which shows red when the 
lighter is hot enough for use. New 
models have a head of onyxoid, with 
the entire head glowing to show that 
the heating element is ready for 
use. The entire head is removed and 
may be passed around to those in 
the car wishing to “light up.” 

Special display stands, some fab- 
ricated of metal, are offered to 
dealers for display of both lighters 
and the special “rattle-proof” ash 
receivers which may be swung under 
the dashboard out of sight when not 
in use. 

Some of the slogans being em- 
ployed in the campaign, which is 
handled by the Steddiford Pitt Com- 
pany, New Haven agency, are: 
“Push In, Take Off, Light Up”; 
“A Safe Light, Day or Night—You 
Can’t Get a Burn from a Visolite,” 
and “Help Prevent Fires—Keep 
Cars Clean.” 

The Casco Corporation recently 
introduced a “fender guide,” con- 
sisting of a metal upright with red 
onyxoid head, which is clamped to 
the fenders of cars. The device is 
particularly applicable to late model 
ears in which the driver’s seat is so 
low that it is difficult to judge 
fender clearance. 


Buy Foreign Daily 
Generoso Pope has_ purchased 
Corriere d’America, New York 
Italian morning paper, from the 
Tiber PublishingCompany. Mr. Pope 
also owns Il Progresso Italo-Ameri- 

cano, and Bollettino Della Sera. 


New Campbell Campaign 


The Campbell Soup Company, 
Camden, N. J., will use metropolitan 
newspapers for Vitamine Rich To- 
mato Juice. The F. Wallis Arm- 
strong Company, Philadelphia, is the 
agency. 


Color for Rugs 


The Charles P. Cochrane Co., 
Philadelphia, will use color in the 
November issues of Woman’s Home 
Companion and House and Garden 
for its floor coverings. 


Open Toronto Branch 


Vickers & Benson, Montreal 
agency, have opened a Toronto 
branch in charge of A. H. Mac- 
lauchan, formerly of the Canadian 
Advertising Agency. 


Place Food Account 


McCann Foods, Ine., Monroe, 
Wash., has placed its account with 
the Arthur E. House Agency, of 
Seattle. 


Last Call for 


Research Agencies 
Washington, D. C., Sept. 10 
—The Department of Com- 
merce has issued a last call to 
organizations which wish to 
be listed in “Market Research 
Agencies,” to be published Oct. 
i 
Titles of research reports 
will be included in the book. 


Seattle Helps 
Tokyo in Club 


Organization 


Seattle Wash., Sept. 10—Advertis- 
ing clubs will probably be formed in 
Japan and China as the result of the 
efforts of Herbert Sherman Houston, 
former president of the Associated 
Advertising Clubs of the World. 

When Mr. Houston stepped off a 
boat from Japan, he was met by ex- 
ecutives of the Advertising Club of 
Seattle. At dinner, he outlined his 
plan, and the club officers cabled 
Tokyo, offering co-operation and 
assistance. 

Ashley E. Holden, secretary of the 
Japan Society in Seattle and a past 
director of the Seattle club, in 
Tokyo on _ special business, was 
named chairman of a “Japan Con- 
tact Council” and advised in the 
cable to give his personal assistance 
to Mr. Okada, Westinghouse repre- 
sentative in Japan, and other busi- 
ness men whose support Mr. Hous- 
ton had enlisted. 

Associated with Mr. Holden on 
this special committee are two offi- 
cers of the Pacific Advertising Clubs 
Association: Lila L. Arnold, vice- 
president at large and Warren E. 
Kraft, past president of the Seattle 
Club and regional vice-president. 
Other members are Herbert Gowan, 
professor of Oriental Languages of 
the University of Washington; W. 
E. Priestly, president of the Hitt 
Fireworks Company, and R. Parker 
Milne, of the advertising agency of 
Milne, Ryan & Gibson. 

The Council has outlined these 
objectives: 

“To promote a friendly and co- 
operative relationship between Seat- 
tle and Japan in the interests of in- 


_| ternational trade. To co-operate with 


Japan, and with Tokyo particularly, 
in introducing advertising club work 
into schools and universities. 

“To introduce and foster the 
‘Truth in Advertising’ and ‘Service 
to Business’ movements in Japan. 
To offer full co-operation in Japan, 
and immediately in Tokyo, in organ- 
izing advertising clubs.” 


Frozen Foods Go 


into Wanamaker’s 
Wanamaker’s, New York, which 
has never sold foods except through 
its restaurants, has stocked the 
quick-frozen Birdseye line of Gen- 
eral Foods Corp. 
All of the Birdseye products are 
packaged. 


LAUNCH TEASER 
CAMPAIGN FOR 
POPS, NEW FOOD 


Chicago, Sept. 10—John L. Kel- 
logg, a son of W. K._ Kellogg, 
founder of the Kellogg Company, of 
Battle Creek has tossed his hat into 
the food field with Pops, a new 
breakfast food, for which a teaser 
campaign is being waged through 
the McJunkin Advertising Company, 

Mr. Kellogg, who is said to be a 
stockholder in the Battle Creek 
company, is the new president of 
Foodtown Kitchens, Inc., Chicago, 
which has abandoned its old lines 
in favor of wheat and rice Pops. 

Distribution has been secured in 
7,500 Chicago independent stores 
for the new product, chain sales to 
come later. The teaser copy of 190 
lines urging housewives to “Say 
Pops to the grocer and see what you 
get” has placed sample packages of 
Pops in a large number of homes, 
and it is asserted orders have come 
from this sampling before the real 
advertising has started. 

The denouement will come Sept. 
10 and 11 when large space in the 
Chicago Tribune, Herald & Exam- 
iner, News and American will tell 
the public the complete story of 
Pops, supplemented by full outdoor 
coverage, space on elevated plat- 
forms and in elevated and suburban 
trains. Stations WBBM and KYW 
also will be used. 

Crews are now working in IIli- 
nois, Wisconsin, Iowa and Indiana, 
the next territory to be opened, and 
Pops hopes to have national distri- 
bution before the winter is over. 


Advertise to Reduce 


Number of Fires 
Newspaper and radio advertising 
is being used to prevent forest fires, 
the Forest Service of the Depart- 
ment of Agriculture announced. 
Business men, newspapers and 
radio stations in heavily forested 
areas are co-operating in the cam- 
paign. 


Sheet Metal Copy 
to Feature Meeting 


Advertising of roofing, warm air 
heating and sheet metal manufactur- 
ers and contractors will be shown 
at the conference to be held in Louis- 
ville in January. 

Prizes will be awarded for the 
best campaigns. 


Promotes Furniture 

A. P. Johnson, former publisher 
of the Grand Rapids News, has been 
appointed manager of the publicity 
and educational bureau of the Grand 
Rapids Furniture Exposition. P. S. 
Johnson, publisher of Furniture 
Blue Book, is in charge of personal 
promotion. 


Heads Field Managers 


Harry B. Rutledge, of Norman, 
Okla., was elected president of the 
Newspaper Field Managers Asso- 
ciation at the annual meeting at 
Omaha, succeeding Edwin A. Bemis, 
of Boulder, Colo. The association 
will work more closely with the Na- 
tional Editorial Association. 


Eydeler Offers Service 

J. H. Eydeler, former chairman 
of the Four A’s committee on ac- 
counting, has established an account- 
ing service for agencies at 420 Lex- 
ington avenue, New York. 


Offers New Course 
Adrian J. Iorio, for nine years an 
instructor in advertising design at 
Massachusetts School of Art, will 
give a new evening course on “Print- 
ing, Engraving and Type” at Bos- 
ton University. 


Form Spokane Agency 

C. A. Isherwood and Alvin E. 
Dyer have organized Isherwood- 
Dyer, Inc., at Spokane, Wash., to do 
a general agency business. 


Represent German Daily 

R. J. Bidwell Company has been 
appointed Pacific Coast representa- 
tives of the Milwaukee Herold and 
Sonntagpost. 
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One of the Strongest Announcements in the History of Periodical Publishing 


| TH: OPEN ROAD ror BOYS 


MAGAZINE 


| GUARANTEES 
Advertising Superiority 


; REBATE—BACKED 


7 


ee ee ee 


nae” 


W Effective with the January 1932 issue and throughout 1932 or until further notice 
‘. The OPEN ROAD for BOYS Magazine will guarantee that it will produce more 
a, inquiries per dollar expended for advertising space or, if called for, more direct 
s mail order sales per dollar than any other similar boys’ magazine will pull on an 


identical advertisement run under identical conditions: failing this, provided the 
advertising is properly keyed and accurate records kept, The OPEN ROAD for 


28 BOYS Magazine will, on request and proof, refund one-half the net amount re- 
8 ceived by The OPEN ROAD for BOYS in payment of the advertisement. 

+: ; 

nd 

' NO MORE GUESS WORK 

ig The only certain criterion of comparative worth of advertising media is the results 

ir received from keyed advertising. 


All boys’ magazines are extraordinarily strong media. Boys’ magazines, all of 
them, command one of the most fertile and productive markets available to adver- 
tisers anywhere. 


ty But of these extraordinary media, The OPEN ROAD for BOYS claims to be 
4 overwhelmingly the best, outstandingly the most powerful advertising medium 
we —and it backs this claim with a positive guarantee. Only a magazine of un- 


questioned pulling power, with complete confidence in its worth, could guar- 
antee results like this. 


50- Despite a sharply downward general trend, advertising revenue of the 
bs OPEN ROAD for BOYS Magazine in 1930 was far the largest in its history, 
me and to date 1931 has shown a 20 per cent increase over the corresponding 


period last year. Now no more guesswork. Among boys’ magazines, The 
OPEN ROAD for BOYS should head every list because it guarantees its 


an superiority. Immediate inquiries invited. 


4 “ROAD 

an ES-BOYS 
L. AD GLEASON, Advertising Manager 
122 ROA 42nd Street, New York City 


BOSTON CHICAGO 
’ E. A. Piller Dwight H. Earl 
E. 130 Newberry St. 100 N. LaSalle St. 
od- ROCHESTER ‘LOS ANGELES 
do Paul F. Herrick Hallett E. Cole 


823 Powers Bldg. 846 So. Broadway 


Only a Magazine of Unquestioned Pulling Power Could Guarantee Results 
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ADVERTISING AGE 


WHEN The Warren Featherbone Co., of Three Oaks, 
Michigan, manufacturers of home sewing accessories, 
appointed Churchill-Hall, Inc., as their advertising counsel, 
one of the immediate problems was to coordinate the entire 
line of more than 270 different products into a definite and 
instantly recognizable unit of sale. To accomplish this and to 
establish the quality and color-fastness of Warren's products, 
coupon sampling of leading items was decided upon. 


And mediums were carefully wetghed. Be it said that space buying 
is regarded as so important in the Churchill-Hall Agency that 
it is directly headed by the President himself. In"addition, it 
is the belief of Churchill-Hall, Inc., that since each advertise- 
ment in a campaign costs money, each advertisement should sell. 


The Pathfinder was one of the mediums used and The Path- 
finder produced coupons, with which in each case was an 
enclosure of a dime, at 70% the cost of ets nearest competitor 


Sales of products featured in this couponed advertising show 
steady sales increases. 


IN ADDITION 


A small advertisement prepared and placed by Churchill-Hall 
in The Pathfinder for their client, Henry Bartels (Canaries), 
produced inquiries at 64% the cost of its nearest competitor. 


AND 


A small advertisement prepared and placed by the same agency 
in The Pathfinder for their client, W. G. Reardon Laborato- 
ries, Inc., (Manufacturers of Mouse Seed) produced 57 direct 
orders for the first five days, with a gross ordered by one dealer 
because of the demand created. 


The Pathfinder produces business at lower cost. You should in- 
vestigate this medium. 


Pathfinder Coupons Are 70% of the Cost— 
By Direct Comparison ~ 


The PATHFINDER =< 


PUBLISHING CO., Washington, D. C. 


800,000 A. B. C. GUARANTEE 


September 12, 1931 


Mey 4th, 1931. 


Mr. W. E. Re Weed, 
o/o The Pathfinder, 


Dear Mr. Weed:- 


Attached you will find a proof of the 
four-color advertisement which appeared in the Ame 
Weekly for our clients, Warren's, of Three Oaks, Mi 


Along with that, I em sending you a 
proof of the advertisement very moh reduced for use! 
the Pathfinder, and of wurse, simplified as to cola 
very mich because we had only black and a amall pa | 
of red. 


Notwithstanding that, you will be ver 
happy to learn that the Pathfinder produced inqiria, 
with which in each case was an enclosure of a dime, 
70% the cost that they were produced by the America 
Weekly. The quality of the inquiries seemed to be 
eqially as good in one case as in the other. 


Until we used the Pathfinder, The 
Weekly was the lowest cost per inquiry. 


Cordially yours, 


BLYBLGaA 


President 
CHURCHILL-HALL, INC 


HBL: GC 
Encl. 


MEMBER OF AMERICAN ASSOCIATION OF ADVERTISING AGENCIES 


420 Lexington “ 
RHODES AND LEISENRING CO. 


GEO. M. KOHN, I 
704 Walton Bidg., 


LOYD CHAPPELL, 
611 So. Coronada St., 


307 No. Michigat Prage 
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Analyze Radio Use 
of Food Broadcasters 
A directory of food broadcasting, 
showing the amount of radio time 
used by food manufacturers, whole- 
salers and retailers, has just been 
aera ver by The New Era in Food 
istribution, Chicago. 
The directory gives camparative 
figures for chain stores, manufac- 


turers and other groups. The price 
is $2. 


Joins Mason Warner 
Raleigh E. Ross, formerly with 
Albert Frank & Co., is now vice- 
president in charge of financial ad- 
vertising for the Mason Warner Co., 
Chicago. 


Open Denver Office 
The Chambers Agency, Inc., New 
Orleans, has opened an office in 
Denver. John H. Stumberg will be 
in charge. 


“Knowing 
the Colleges” 


HE reputation we have gained for 
I “Knowing the Colleges’’ comes as 
much from preventing failures as 
achieving successes. Some merchandise 
is not adaptable for college trade. Not 
everything that is used by students can 
be profitably advertised in college 
newspapers. 
’ However, once we decide that you 
have a market, and where it lies, nothing 
is left undone to make your product the 
first choice of the students. 
Ask us anything you want to know 
about the school or college market. 


Write fer the (93i- 
1932 Collegiate Saies- 
man, containing a 
complete list ef col- 
lege publications. 


—y 


Collegiate Special Adv. Agency, Inc. 
NEW YORK CHICAGO 
18 East 4lst Street 612 N. Michigan Ave 


More than a 


MILLION 
COPIES 
A MONTH 


in the 
Textile, Apparel 
and 
Related Industries 


Fairchild Publications 
8 E. 13th Street, New York, N. Y. 
‘418 S. Market St., Chicago, Ill. 


New 


—Ideas 


—Facilities 
—Headquarters 


For Producing 
Electrical Transcriptions 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcriptions, both 33% R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at rate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Spec 
Departments for sustaining pro- 
grams, sponsored programs and sta- 
tion representation. 


THE HANJON CO, Inc. 
29 West 57th St., New York City 
Telephone Number Eldorado 5-6935 
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TRAFFIC FLOW 
IN PORTLAND 
IS ANALYZED 


“Purchase Minded People” 
Key to Trade 


Portland, Oreg., Sept. 10.—Staver, 
Soule and Therkelsen, local realtors 
who have just completed a survey 
of pedestrian traffic in the downtown 
district, found that women greatly 
outnumber men on the city streets. 
In the entire retail area, women 
form more than 50 per cent of the 
pedestrian traffic, and on certain 
streets, 70 to 80 per cent. 

Study of the character of traffic 
flow was made to find out how retail 
districts should be developed. Some 
types of business demand volume of 
traffic and others are more concerned 
with quality. Some fairly heavy 
travel blocks were found to be poor 
for shopping because the character 
of the people passing is against 
purchases from shops of the type 
found there. They were going else- 
where on business and passed the 
point merely as a matter of routine. 

Portland’s principal business dis- 
trict is concentrated in a small 
rectangular shape running east to 
west. Business blocks are nearly all 
200 feet square with 60- and 80-foot 
streets separating them. The dis- 
trict chosen for the study was be- 
tween Second and Tenth Streets, 
and Morrison to Stark, a distance of 
about 2,060 feet east to west, and 
840 feet north to south, including 
street widths. 

Cachot Therkelsen of Staver, Soule 
and Therkelsen, said: 


Where Men Are Found 


“Men outnumber women in the 
financial district and streets where 
banks, bond houses, insurance com- 
panies, shipping firms and most of 
the office buildings are located. 
Otherwise women greatly outnumber 
men in the retail districts during 
shopping hours. 

“Originally most of the retail busi- 
ness was on First, Second and Third 
Streets, a district now given over to 
‘distress selling.’ 

“On Fifth Street, which has the 
greatest traffic count and volume of 
trade due to the establishment of 
some large new junior department 
store chains, merchandise is mod- 
erately priced and the traffic is of 
mixed character, with women pre- 
dominating to about 70 per cent. 
This street has the highest traffic 
count in the city, but rentals are 
higher in the district further west, 
leading to more exclusive shops. 

“The high-class specialty shops 
are principally between Sixth and 
Tenth Streets. In this district, 
women comprise from 78 to 80 per 
cent of the traffic. These are sec- 
tions where the traffic is 40 to 50 
per cent less than in other sections 
yet the rentals are higher. This is 
due principally to two reasons: 
first, prices are maintained, and 
second, more purchase-minded peo- 
ple are passing. 

“In counting traffic entering one 
department store, we found that 
between noon and 2 p. m. the great- 
est number of people entering were 
from the street nearest the financial 
and office building districts. Un- 
doubtedly this was accounted for by 
the large number of office workers 
who do their shopping during the 
luncheon period. Our counters found 
that on the average about every 40th 
person is accompanied by a child 
during the week days. 


Effect of Sun 


“During the early spring and late 
fall when the sun is not very warm, 
people were inclined to keep on the 
sunny side of the street as much as 
possible. Otherwise the shady side 
is favored. A large department 
store, or some other magnetic influ- 
ence often reverses this. 

“We found that merchants located 


hase pi Coun a 


NEW PRESIDENT 


George M. Burbach, advertising 
director of the St. Louis Post-Dis- 
patch, new president of Major Mar- 
ket Newspapers, Inc., formerly 
known as the 100,000 Group of 
American Cities. 


on streets not more than 85 feet 
wide from building line to building 
line are capable of attracting and 
securing added traffic from the op- 
posite side of the street. When dis- 
plays are seen, people can get across 
quickly and with little effort. 

“For this reason, we urge mer- 
chants to build store fronts which 
reveal the character of the business 
from across the street. 

“Considerable importance is at- 
tached to the origin of traffic. Take 
three home districts: 

“District A has 45,000 population, 
11,000 families with a total income 
of $34,000,000, or 13.6 per cent of 
the total buying power; District B 
has 30,000 population, 8,500 families, 
$36,000,000 income, or 14.7 per cent 
total buying power; and C, 42,000 
population, 8,400 families, $15,- 
000,000 income, or 6.16 per cent 
total buying power. 

“It is evident that A and B are 
the best buyers and where they pur- 
chase will be found the better and 
more successful stores. 

“Theaters or amusement places 
were found to be poor trade attrac- 
tions for the majority of retail busi- 
nesses. However, they are excellent 
neighbors for eating, confectionery, 
cigar, drugs, magazine and drop-in, 
quick-purchasing types of business. 
People as a rule are not purchase- 
minded during these hours.” 


Wilson-Western 
Will Syndicate 
Sports Paper 


Chicago, Sept. 10—The Wilson 
Western Sporting Goods Co., Chi- 
cago, will shortly begin publication 
of “Hi-Ho,” a magazine to be sold 
to dealers for distribution to the 
public. The cost to the dealer will 
be eight cents a copy, including post- 
age. 

The magazine is designed pri- 
marily to stimulate public interest in 
sports of all kinds, and the editorial 
columns will be kept free of ad- 
vertising. The Wilson-Western 
Sporting Goods Company will use 
one page advertisement in each is- 
sue, the back cover being reserved 
for similar copy for the dealer. 


Though Wilson-Western makes 
only golf goods, the new paper will 
cover fishing, hunting, boating, golf 
and all other sports with equal im- 
partiality. 


Hardwell Opens Office 


O. R. Hardwell, formerly in the 
New York agency of Hardwell & 
Lewis, has established a new agency 
as the O. R. Hardwell Company, 501 
Fifth Avenue, New York. The part- 
nership has been dissolved. 


Made Art Director 
Everitt Leonard has been ap- 
inted art director of the G. Lynn 
umner Company, New York 


BEAUTY SHOPS 
RESENT RETAIL 
COMPETITION 


Nestle-LeMur Select This 
Channel for Line 


New York, Sept. 10—The Nestle- 
LeMur Company will borrow a few 
leaves from other advertisers’ note- 
books in launching a fall campaign 
for Nesteen, a hair dye. 

Distribution will be confined to 
beauty shops, the company finding 
these outlets much disturbed over 
competition from drug and depart- 
ment stores, which, they assert, not 
only deprives them of revenue by 
encouraging home hair dyeing, but 
brings the practice into disrepute 
because of unsatisfactory results 
when expert technique is lacking. 

The Nestle-LeMur campaign will 
begin in newspapers of 30 cities in 
September. For the first time in 
the beauty field, it is said, the ad- 
vertising will be merchandised. 

The company will work closely 
with jobbers’ salesmen and the mer- 
chandising departments of news- 
papers in lining up from 50 to 75 
beauty shops in each town. In re- 
turn for a $30 order, the beauty 
dealer will receive a listing in each 
of four 290-line advertisements to 
appear at weekly intervals, a win- 
dow display and a quantity of im- 
printed folders for mailing to cus- 
tomers during the campaign. 

The profit story will point out 
that, once the die is cast, the hair 
tint customer becomes a beauty shop 
patron for life and an easy target 
for other merchandising effort. Then 
dealers will be told of a survey dis- 
closing that only 25 to 30 per cent 
of the 60,000 beauty shops are offer- 
ing hair tinting treatments, which 
leaves plenty of room on the ground 
floor. 


Aid for Dealers 


The advertising will also bring 
the services of the beautician to the 
fore. The company will emphasize 
that, when properly done, one’s best 
friend will not know one’s hair is 
tinted. 

The window display is one large 
panel consisting of a huge black 
bull’s-eye circled by vivid hues of 
contrasting colors. On the black 
circle appear bust portraits in nat- 
ural color photography of a bru- 
nette, red head, regular blonde and 
platinum blonde. 

The models are costumed and cos- 
meticized to give the impression that 
the attractiveness of each beauty de- 
pends primarily upon the color of 
her hair. The card features the 
slogan, “Nesteen is kind to your 
hair.” 

After the first 30 cities are cov- 
ered, with the expenditure of about 
$100,000 for newspaper space, the 
company will repeat the drive in an- 
other group of 15 cities and then 
swing into national magazines. 

Howard A. Trafton, vice presi- 
dent of the company, said he will 
have a new theme ready when the 
magazines are added, as the time is 
rapidly approaching when no oppro- 
brium will attach to remedying na- 
ture’s shortcomings in the color of 
hair. 

The company’s agency is the 
Sweeney & James Company, Cleve- 
land. 


La Palina on Radio 


Four Times Weekly 


The Congress Cigar Company, 
Inc., Philadelphia, manufacturers of 
La Palina cigars, will inaugurate an 
extensive radio advertising cam- 
paign over the Columbia Broadcast- 
ing chain September 14. 

Twenty-three stations will be 
used four nights each week—Mon- 
day, Wednesday, Thursday and Sat- 
urday. The account is handled by 
Batten, Barton, Durstine & Osborn, 


Inc., New York. 


Returns to Air 

“The Voice of Firestone” is back 
on the National Broadcasting Com- 
pany’s network, the Firestone Tire 
& Rubber Company resuming this 
feature Monday night. The agency 
is Batten, Barton, Durstine & 
Osborn, Inc., New York. 


Resumes Broadcasting 

Collier’s will resume its radio ad- 
vertising September 13. John B, 
Kennedy, associate editor, will act 
as master of ceremonies. The ac- 
count is handled by the New York 
agency of Lennen & Mitchell, Ine, 
The N. B. C. network will be used, 


Radio for Coal 


The Lehigh Valley Navigation 
Coal Company will inaugurate a 
new radio series through the Na- 
tional Broadcasting Company Sep- 
tember 13. The Aitken Kynett Com- 
pany, Philadelphia, is in charge. 


On Parrish Staff 


W. E. Dempster, formerly adver- 
tising manager of the Standard 
Store Service Company, New York, 
has joined Amos Parrish & Co., New 
York agency, as manager of the 
newspaper service division. 


Veteran Editor Dead 
John Henry Mitten, of the West- 
minster (Md.) Times, regarded as 
the oldest editor in the United 
States, died at his home in West- 
minster at the age of 87. 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it... one color 
and black in Daily or Sunday news sections 
. . » four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


For Dependable 
Photostat Service 


F.A. RUSSO wwe. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 _ Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


ARE You 


Overlooking This? 
/ America’s Most 
Active Churches 
Send for Data 


Cleveland, Ohio 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
In your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 
AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


Tel] him | special; 
ian cartoons, ang 
yne Name 7. 


HIX 


29 QUINCY ST. 
CHICAGO, ILL. 
HARRISON 3200 


“THAT FELLOW BOTT” 


Writes advertising that impels and appeals. Ideas galore. 
Clients in Alaska, France, Canada and throughout 
U. S. A. What's that about “‘a better mousetrap’’? Sead 
details of ae pe orp and we'll send ours. If you 
want that INSTANTANEOUS APPEAL write— 


Hott Mdvertising Mgency 


Dept. A G\ Little Rock, Arkansas 
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ADVERTISING AGE 
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If YOU Can Afford to Pay 
PRE-DEPRESSION 


You may not be interested 
in this advertisement 


COMPARE 
With Any 
Other Magazine 


HOW MUCH? 


Liberty averaged 2,401,416 weekly 
circulation for 1930,2,411,000 for 
the first half of 1931. 


WHOP 


Liberty is deliberately edited for 
both men and women. It is read by 
2,750,000 men and 3,009,000 
women. Result records have been 
broken for men’s and women’s 
products alike. 
80% of all Liberty families above $2,- 
000 income class 65.8% U.S. average 
52% ownhomes 37% U.S. average* 
84% have telephones 

39% U.S. average 
58% have radios 


$0% have vacuum cleaners 
37% U.S. average 


46% U.S. average 


34% have electric washers 
29% U.S. average 


15% have mechanical refrigerators 
8% U.S. average 


“In cities covered by Starch Survey 


WHERE? 


Liberty concentrates three-quar- 
ters of its circulation in cities over 
25,000 population. Liberty places 
more circulation here (where 


major part of all retail business 


is done) than any other magazine. 


HOW READP 


Liberty is wanted enough by its 
readers, that 99% of them buy vol- 
untarily week after week. No ex- 
pensive subscription crews are nec- 
essary to sign up readers 6 months 
or a year or two in advance. 99% 
single copy circulation is 99% 
guaranteed-to-be-read circulation. 


Then, instead of burying 90% of 
its advertisements after the start 
of the Jast story, Liberty alternates 
advertisements and story leads 
throughout the book. Surveys show 
this nearly doubles readers-per- 
advertisement. 


ELIIVNAOD NOFLVINAIOWIO AGO SHOILSESGCUVA AHL 


F your business has been exempt from the 

30 per cent drop in commodity prices you 
may not care that magazine costs have also, on 
the average, been exempt. 


But, within 60 days of the announcement of 
Liberty’s new management, $1,521,677 in new 
orders have poured in from 92 advertisers and 
58 agencies who felt that Liberty’s drop of 35 
per cent in cost since 1926 was made to order 
for their Post-Depression problems. 


A New Opportunity 


On April Ist, 1931, the Macfadden Publica- 
tions, Incorporated, announced the purchase 


of Liberty. 


They confirmed the continuance of the edi- 
torial policy of dramatic, newsy, concise stories 
and articles by famous authors and illustrators, 
which had been responsible for the most sensa- 
tional circulation success on record. 


But they added that $100,000 more a year 
would go into these editorial, manuscript and 
art activities. 


Quality of physical presentation was also to 
be stepped up. 


Within six weeks, two improvements had 
been made in paper stock. 


Recently, newspapers carried the story of 
the biggest quality paper order ever placed by 
a single magazine, whereby Liberty, beginning 


LS — — — 


Prices 


January, 1932, will pay $160,000 more a year 
in the interests of better reproduction. 


What This Makes Possible 


Now advertisers, pressed to do 1928 type 
advertising jobs with 1932 model appropria- 
tions, are considering what 1932-styled, 1932- 
priced Liberty can give them. 


They find that their magazine dollar buys: 
eee 565 families 
Average of 3 other Weeklies 377 families 
Average of 2 Monthlies . . .« 391 families 
Average of 6 Women’s Magazines 286 families 


In other words, their advertising money can 
reach through Liberty: 
50 per cent more families than in other Weeklies 


45 per cent more families than in Monthlies 


98 per cent more families than in Women’s Mag- 
azines 


This Is No Slight Advantage 


But, then, neither is a million and a-half 
dollars within 60 off-season days, slight 
recognition. 


If 50 to 100 per cent more coverage is needed 
to make your 1932 appropriation do a 1928 
job, you, too, will be among those fighting fire 
with fire—next year in Liberty. 

Write without obligation for booklet: “To every man 


with $1 to spend in advertising.” Liberty Magazine, 2721 
Graybar Building, New York City. 


AMONG ADVERTISERS NOW APPEARING IN LIBERTY 


American Safety Razor Corp. 
American Tel. & Tel. Co. 
American Tobacco Co. 
Axton-Fisher Tobacco Co. 

B. V. D. Co. 

Barbasol Co. 

Bauer & Black 

Beech-Nut Packing Co. 


Ethyl Gasoline Corp. 

Florida Citrus Exchange 

General Motors Corp. 

Gillette Safety Razor Co. 

Alexander Hamilton Institute 
* Hewes & Potter 

Hinze Ambrosia, Inc. 

Chas. E. Hires Co. 


Northwestern Yeast Co. 
Norwich Pharmacal Co. 
Parker Pen Co. 

Pepsodent Co. 

Pompeian Co., Inc. 

R. C. A.-Victor Corp. 

R. J. Reynolds Tobacco Co. 
Sinclair Refining Co. 


Borden Co. Houbigant, Inc. A. G. Spalding & Bros, 
Bristol Myers Co. Indian Refining Co. Stanco, Inc. 

Brown & Williamson Tobacco Co. International Mercantile Marine A. Stein & Co. 
Chesebrough Mfg. Co. Jantzen Knitting Mills Texas Co. 


Chi., Mil., St. Paul & Pac. R.R. 


Johnson & Johnson 


Vapo Cresolene Co. 


Chrysler Motors Corp. Kellogg Co. Veldown Company, Inc. 
Cluett-Peabody & Co. Kolynos Co. Wander Co. 
Coca-Cola Co. Kress & Owen Co. G. Washington Coffee Co. 


Columbia Pictures Corp. 


Lambert Pharmacal Co. 


L. E. Waterman Co. 


Crosley Radio Corp. Larus & Bros. Co. R. L. Watkins Co. 

R. B. Davis Co. Lever Bros. Co. Western Clock Co. 
Jos. Dixon Crucible Co. Mennen Co. W. F. Young Co. 
Encyclopaedia Britannica, Inc. Philip Morris & Co. Zonite Products Corp. 


Liber Cy. .-a weekly for the whole family 
PRICED FOR POS7-DEPRESSION. 
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MEAT DEALERS 
OFFER MENUS 


Mason City, Ia., Sept. 10—On the 
theory that housewives will appreci- 
ate help in finding “something dif- 
ferent” to serve at meals, Jacob E. 
Decker & Sons will furnish them 
with “Decker’s Daily Menu Ideas” 
through dealers. 

Although proposed primarily to 
increase sales of Decker pork prod- 
ucts, the plan is unselfish enough to 
include menu suggestions for beef 
and meat substitutes as well. The 
weekly folders, containing a menu 
for each day of the week, also sug- 
gest ideas for parties, picnics, school 
lunches and other special occasions. 

Distribution of the folders to the 
consumer is accomplished through 
dealers, who receive a new supply 
each week. The method of getting 
the folders into the hands of the 
customers is left to the discretion 
of dealers. Posters are furnished 
with each new supply of folders. 


In connection with the plan, “Your 
Sales Builder” is being published, 
containing sales ideas, hints on 


handling customers, new merchan- 


dising practices and other practical 
ideas for dealers. 

Decker salesmen were equipped 
with elaborate portfolios to assist 
them in selling dealers. Among other 
features, it contains a chart to show 
the relation of “extra” sales to net 
profits. It points out that an in- 
crease of only 634 cents in the size 
of each sale more than doubles net. 

Dealers, who were asked to share 
part of the expense of the campaign, 
are said to have accepted the offer 
enthusiastically. The plan was 
created by Byron Benson, advertis- 
ing manager, and is under his direc- 
tion. 


Agency for Silver 
The International Silver Co., Meri- 
den, Conn., has placed the advertis- 
ing for its Wm. Rogers and Son and 
Wm. Rogers Mfg. Co. with Benton 
& Bowles, New York. 


Merge Press Groups 
The National Editorial Associa- 
tion will form a national press asso- 
ciation by the merger of 20 state 
organizations. The association also 
plans a national newspaper survey. 


O’Meara Transfers 
After 11 years with the Chicago 
office of the J. Walter Thompson 
Company, Walter A. O’Meara has 
joined Lord & Thomas and Logan. 


How to Save On 
Eight-Color 
House Organ 


Detroit, Sept. 10—Turning their 
backs on printing presses, the ad- 
vertising staff of the Standard 
Accident Insurance Company dipped 
25 brushes into eight shades of paint 
and hand-tinted the entire August 
edition of the company’s 18-page 
house organ, “The Standard Cog.” 
The cost was less than for the regu- 
lar two-color printing. 

The novelty was conceived by C. 
E. Rickerd, advertising manager, 
with the thought that this issue 
should have an extra something to 
help the company’s 6,000 agents 
overcome the inertia of the dog days. 

While the degree to which the 
dealers were stimulated is largely a 
matter of conjecture, the idea effec- 
tively forestalled any inclination the 
advertising staff might have felt to 
take things a little easier, as to them 
and a few hands added for the job 
fell the task of tinting 132,000 illus- 
trations on 96,000 pages. 

When Mr. Rickerd sprung the 
news, Russell AuWerter, art direc- 
tor, had a disquieting visualization: 

“There are only threé of us in the 


Have you seen 
the new 10 cent October 


Physical CULTURE? 


This magazine whose 


improvement has been so 


commented on, its headed for an 


IMMEDIATE and CONSIDERABLE 


sales increase. 


[ Present rates of $875 a page obtained on fair orders | 


And now is the time to buy space 
on Results and Present Progress 


COLORED COVER 


art department and there are 6,000 
copies to paint,” he complained. 

“Make the sketches simple,” said 
Mr. Rickerd helpfully. 

Several months later, on July 27, 
12,000 flat sheets of bookstock paper, 
each containing eight unbound pages 
illustrated with line drawings, were 
wheeled into the advertising depart- 
ment. 

Long tables were arranged so that 
300 sheets could be worked on at one 
time. With master sketches before 
them, 25 employees, most of them 
neophytes, began work on a produc- 
tion scale, each working with one 
color at a time as the sheets moved 
from one to another in one direction 
around the table. 

Nine days later the sheets were 
returned to the printer for binding, 
and Mr. Rickerd has possessed him- 
self of an interesting set of figures 
to disprove a possible charge of 
extravagance. 

“We saved $30 on stock, $174.96 
on plates and $150 on printing,” he 
said. “The extra help cost $140.17, 
which left a profit of $214.79, as 
compared with the cost of our regu- 
lar two-color job.” 


‘True Romances’ 
Will Be Sold in 
Combination 


New York, Sept. 10—Effective with 
November issues, three Macfadden 
publications—True Romances, True 
Experiences and Dream World—will 
be sold only in combination. 

Gilbert L. Parks, advertising man- 
ager of this new “Romance Group,” 
said the policy makes it possible to 
offer advertisers a new low rate. 

The three magazines in combina- 
tion will cost about $1.50 per page 
per thousand, representing a reduc- 
tion of about 30 per cent from the 
current individual rate and the old 
True Romances group rate. 

This is the first time since True 
Romances was started in 1923 that 
it cannot be bought individually. 
Existing contracts, however, will be 
fulfilled. 


Agency for Rolls 


Lyman Irish & Co., New York, 
have been appointed counsel for the 
Rolls razor, imported by Lee & 
Schiffer. National magazines and 
——* newspapers will be 
used, 


Goes to Portland 


F. H. McMahon has resigned as 
national advertising manager of the 
Los Angeles Examiner to become 
advertising manager of the Portland 
Oregonian. 


Perfect Circle Extra 


The Perfect Circle Co., Hagers- 
town, Ind., declared an extra divi- 
dend of 25 cents, in addition to the 
third quarter dividend of 50 cents 
on common stock. 


Fischer's Injuries Fatal 


Charles F. Fischer, 65, presideni 
of the Columbus (O.) Citizen, died 
August 21 at Perrysville, O., of in- 
juries received in an automobile 


accident August 11. 


COLLEGES GIVE 
SCANT NOTICE 
TO MARKETING 


New York, Sept. 10—Less than 1 
per cent of all instruction given by 
American colleges and universities 
is devoted to subjects designed to 
prepare the future business execu- 
tive to deal with problems of mar- 
keting and advertising, according to 
a survey by the Bureau of Research 
and Education of the Advertising 
Federation of America of which Al- 
fred T. Falk is director. 

On the whole, the student’s alma 
mater does a good job in general 
business training but falls far short 
of giving sufficient instruction in the 
fundamental subjects: in modern 
commodity distribution and sales, 
Only 37 institutions in the United 
States adequately cover these sub- 
jects, the Bureau said. 

The fundamental subjects, accord- 
ing to the report, are advertising, 
marketing, salesmanship, retailing 
and wholesaling, foreign trade and 
transportation. These are cited as 
being necessary in the training of 
the business leader of today, because 
of the swing of executive problems 
away from production to marketing. 


Big Ten Delinquent 


Even the “Big Ten” of American 
colleges—those with the greatest 
student registration—fail to give 
commodity distribution the curric- 
ulum attention it deserves. Of 25,- 
460,000 student-semester-hours of in- 
struction given in 633 institutions of 
higher learning covered in the sur- 
vey, less than 1 per cent of the time 
is given to commodity distribution 
study. Less than 5 per cent of total 
curriculum time is given to business 
training generally. 

In all, 343 of the 633 colleges and 
universities give instruction in one 
or more of the fundamental market- 
ing subjects. Schools with registra- 
tion under 500 and more than 5,000 
devote the largest relative share of 
their total instruction time to dis- 
tribution. 

Of the 633 colleges studied, ad- 
vertising courses are taught in 197, 
marketing in 253, salesmanship in 
149, retailing and wholesaling in 87, 
foreign trade in 118, transportation 
in 180. Thirty-seven colleges give 
courses in all six of these funda- 
mental commodity subjects, while 
307 give no instruction in any. 

Teaching staffs in the courses 
covered by the survey show a ten- 
dency toward the increased use of 
part-time instructors, the survey re- 
vealed. 

Included in the survey report is a 
complete directory of all colleges 
and universities in the United States, 
with an outline of the marketing 
and advertising instruction offered 
by each. 


To pa of Kleenex 


Kleenex sales and advertising 
strategy will be divulged to the 
Women’s Advertising Club of Chi- 
cago Sept. 15 by Don Patterson, 
Lord & Thomas and Logan and Miss 
Rebecca Sanger, of the Kleenex 
Company. 


On Michigan Avenue 


Dental Students’ Magazine, Chi- 
cago, has moved from 185 N. Wabash 
Avenue to the McGraw-Hill building, 
520 N. Michigan Avenue. The paper 
has appointed J. M. Finn, 55 West 
42nd Street, New York representa- 
tive. 


Explains Service 
Edwin Bird ‘Wilson, Inc., New 
York agency, has issued a report 
explaining industrial advertising 
agency service, which is available to 
eastern advertising executives with- 
out charge. 


Print Four Colors 


The Birmingham News ran two 
four-color pages Sept. 10 as part of 


an eight-page smash by the Burger- 


Phillips Company, department store. 
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W. A. Johnston, of Knoxville, Tenn., has copyrighted an 
advertising keyboard, which will print on paper or any other 
material. He will place his new device on a rental basis. 


Coming 
Conventions 


Sept. 14-16. Annual conference on 
retail distribution at Boston. 


Sept. 14-17. Annual meeting 
Financial Advertisers’ Assn. at 
Boston. 


Sept. 22-23. Twelfth annual meet- 
ing of National Publishers Assn. 
at Shawnee-on-Delaware, Pa. 

Sept. 28-Oct. 1. Advertising Spe- 
cialty National Assn. at Chicago. 

Sept. 28-30. Association of North 
American Directory Publishers in 
New York. 

Oct. 1-3. National convention of 
Alpha Delta Sigma at Seattle. 

Oct. 4-6. Eleventh annual meet- 
ing Mail Advertising Service Assn. 
in Buffalo. 

Oct. 4-7. Annual meeting of In- 
surance Advertising Conference in 
Toronto. 

Oct. 7-9. Direct Mail Advertising 
Assn. in Buffalo. 

Oct. 11-13. Tenth District, A. F. 
A., at San Antonio, Texas. 


Oct. 12-15. Annual meeting Ad- 
vertising Typographers of America 
at New Orleans. 


Oct. 22-23. Annual meeting Audit 
Bureau of Circulations in Chicago. 


Oct. 23-24. First District, A. F. 
A., at Providence, R. I. 


Nov. 10-13. Annual meeting Out- 
door Advertising Association of 
America in Detroit. 


Nov. 11-13. Fall meeting Amer- 
ican Newspaper Publishers Assn. at 
Los Angeles. 

Nov. 16-18. Annual convention of 
Association of National Advertisers 
at Washington, D. C. 


Back from Southwest 

Arthur H. Kudner, president of 
Erwin, Wasey & Company, returned 
to New York September 6 from a 
brief stay at his ranch, the O-Bar-O, 
near Carrizozo, New Mexico. Ac- 
companied by his brother, Schuyler 
Kudner, advertising director of Col- 
lege Humor; Hal Stephen, art direc- 
tor of Erwin, Wasey & Co., and 
other guests, Mr. Kudner made the 
trip in his own plane. 


Tom Keane Moves 
Tom Keane has resigned as adver- 
tising manager of McCormack Bros., 
Tacoma, Wash., to manage the 
McMaster store, Camas, Wash. Mr. 
Keane founded the Spokane Adver- 
tising Club. 


Paper for Publishers 
The Business Journalist, to be de- 
voted to the editorial and publishing 
problems of the trade press and 
Ouse magazines, will publish from 
411 S. Wells St., Chicago, Nov. 1. 


Druggists to Organize 

Independent druggists of Bridge- 
Port, Conn., are considering the or- 
ganization of a voluntary chain. 
Cooperative advertising will prob- 
ably be used. 


Joins “Brooklyn Times” 

Frank Byrne, formerly Brooklyn 
Manager of the New York World, 
has been appointed local advertising 
manager of the Brooklyn Times. 


Has New Address 


American Lawn Tennis has moved 
to new offices at 500 Fifth Avenue, 
New York. 


New Book Shows 
Combinations 
of Type Faces 


Detroit, Mich., Sept. 10—Arthur 
C. Arnold and Robert H. Powers 
have collaborated to produce “Adver- 
tising Type Combinations” for ad- 
vertising men charged with select- 
ing type faces. Mr. Arnold is di- 
rector of typography for George 
Williams & Co., Detroit typograph- 
ers, while Mr. Powers is a member 
of the creative staff of Brooke, 
Smith & French. 

The new book presents 285 com- 
binations of 57 type faces with this 
explanation: 

“The characteristics of each type 
face are briefly described in a para- 
graph of three lines, the last line 
of which is set in italics. This para- 
graph is repeated five times on its 
respective page so that five different 
type faces can be visualized in com- 
bination with it. 

“A suitable selection of one of the 
five suggested combinations requires 
but a few seconds’ time. It is taken 
for granted that a heading type dif- 
ferent from text is desired. 

“The cut-out provided with the 
book will be found useful in separat- 
ing a single paragraph and heading 
for close inspection.” 


Stage Membership 
Drive at Seattle 


A dozen new members have been 
added to the Seattle Advertising 
Club in a membership drive. Among 
them are Bob Brabon, Quality En- 
graving Co.; Burr W. Strecker, 
Sears, Roebuck & Co.; Al Goldblatt, 
North Pacific Bank Note Co.; 

Katherine Dwyer, advertising 
manager, MacDougall - Southwick 
Co.; C. H. Pearson, R. L. Polk & 
Co.; R. D. Friend, Bon Marche; 
Walter Averill, Pacific Builder and 
Engineer; L. E. Asher, president, 
General Illuminating Co. 


Frank G. Eastman 
with Chicago Agency 

Frank G. Eastman, former adver- 
tising manager of the Packard Mo- 
tor Car Co., Detroit, has joined the 
executive staff of Henri, Hurst & 
McDonald, Chicago. 

Later he served as advertising 
counsel for General Motors Corp. 
For the last five years, he has been 
with Erwin, Wasey & Co. 


Sells Foreign Advertising 

Martin Marck, former head of a 
foreign language newspaper adver- 
tising agency in Boston, has been 
appointed New England representa- 
tive of G. Allen Reeder, Inc., New 
York agency specializing in foreign 
advertising. 


Governor’s Paper 


Plans Bond Issue 

A permit to issue and sell $100,- 

000 in bonds has been granted the 

Blue Valley Farmer, weekly news- 

paper of Oklahoma City controlled 
by Governor and Mrs. Murray. 


With Industrial Agency 


J. C. Kernan, former advertising 
and sales promotion manager of 
Harvey Hubbell, Inc., Bridgeport, 
Conn., has joined the New York 
agency of Edwin Bird Wilson, Inc., 
as technical counsel of the indus- 
trial division. 


In New Building 
The Eden Publishing House, St. 
Louis, has occupied its new five- 
story building at 18th and Chouteau. 


Western Housewives 


Take Sperry Hint 

San Francisco, Cal., Sept. 10 
—Only a hint or two in the 
radio programs of the Sperry 
Flour Company was necessary 
to popularize the company’s 
prepared biscuit flour, Stewart 
P. Elliott, vice-president, said. 
“We said it would be helpful 
to the housewife who had lin- 
gered too long at the bridge 
—— he explained. “’Nuff 


To Advertise Grapes 


The grape growers of Central 
New York plan a co-operative ad- 
been | campaign using newspa- 
pers and direct mail. George Quinn, 
of Hammondsport, is chairman of 
the advertising committee. 


A. L. Kinsey, Buffalo, 
Taken by Grim Reaper 


Albert L. Kinsey, who won promi- 
nence during the war, when he han- 
dled the Buffalo advertising for the 
second, third, fourth and fifth lib- 
erty loan campaigns, died suddenly 
in that city last week. 

Mr. Kinsey was president of the 
Kinsey Realty Company, a member 
of the Greater Buffalo Advertising 
Club and a past-president of the 
Buffalo Chamber of Commerce. He 
was only 52. The advertising club 
adopted special resolutions. 


Savory in Broadcast 


Pointers on decorating and a 
ping kitchens are given in a weekly 
presen over the network of the 

ational Broadcasting Company, by 
the Savory Company, manufactur- 
ers of kitchen utensils. Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York, is the agency. 


Toledo Agency to Move to Cleveland 


Toledo, Sept. 11.—Main offices of the Campbell-Sanford Advertising 
Company will move to the Farley Building, Cleveland, Sept. 21. A branch 
will remain here in charge of R. L. Si 


Purse of Gold for Paul Troup 


Chicago, Sept. 11—Paul V. Troup, retired space buyer of Lord & 
Thomas and Logan, was presented with a purse of gold by newspaper 
and magazine representatives at a luncheon. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATIONS WANTED 


CREATIVE ARTIST who makes 
attractive practical visuals and fin- 
ished drawings in line and color 
for displays, packages, figure, still 
life, decorations, lettering. Thor- 
ough knowledge of printing, litho 
and engraving. Desires permanent 
egg Box 105, Advertising 

ge. 


VERSATILE YOUNG MAN 


desires position, assistant to advertis- 
ing manager or agency work. Two 
years’ experience all departments of 
direct mail and mail order advertis- 
ing, also retail sales. Organization 
promotion and news writing experi- 
ence, College graduate, married, 22. 
Taking advertising course, Salary 
secondary to opportunity. Box K, 
Advertising Age. 


MEN 


° 


Make Magazines 


KENNETH KINGSLEY STOWELL, A. L A. Editor 
ROGER WADE SHERMAN, Managing Editor 
JOHN CUSHMAN FISTERE, Associate Editor 


C. STANLEY TAYLOR, Director. of Research and 


Marketing 


« 


LESTER R. FOUNTAIN, Advertising Manager 
WILLIAM F. STEEG, Western Advertising Manager 
THEODORE DOESCHER, 


Advertising Representative 


° 


A. T. OFSTIE, Advertising Representative 


GORDON G. JONES, Production Manager 


1114 2p 


* 


HOWARD MYERS, Publisher 


THE ARCHITECTURAL 


FORUM... 


220 East 42nd St., NEW YORK + 75 East Wacker Drive, CHICAGO 


‘ ee me 
~ P| 13 oe 
— 
ee P| . 
i 
| | ; “ 
f | P 
| | tug tui 
TT eo ee a ee TT ee ee OS ee ee | a 
| 5 
| % 
| 
by z _ 
Lee ML MLE DP 
es -24 YEARS ON MARKET ST. KNOXVILLE -© ; 
to ee ie 
_ OO - Ee ie 
t Pe : 
to 
ch SS ——— PO 
0 | 
: | alt 
a | a 
ral | 
ort | Sax 
he APIO EERE ELI SERBS | ——— ae, 
“sss EE i bs la 
™m ~  h Sh on PL ee and ae oA cn ee te ere eee ee eek ed oe fe a y 
ed ee es MS 
ed | pees 
’ — 
ge 
| ipa 
rd- 2. 
1g, ie. 
a 
a ee aa 
nd | Boe 
of ee 
of ae 
ise ie 
2. i lalate TS Sa Lh DOS NE a Ue Sa ib vi eel A ity ag tlarn  r se 
ng. Si 
an 
est 
ive 
‘ie- 
5, 
in- A 
of se 
me 2 
ion ees 
'- a 
ess % 
ind Be 
one ; ‘ 
ra- ee 
t pe ie 
of ac 
i Po | 
91 = 
* eo 
1, pigsty, 
Live 
_ a gee 
ion 2a 
re Ss |e 
da- veal 
ses | ae iit 
en- TTT my : 
of i; 
re- : & 
oe 
sa oe 
ges 
tes, 
ing | . 
red 
| a “s 
ing | | & 
the 
20, ee 
on, 
liss : : 
nex = a 
hi — | 
ash | 
ing, 
per cane eiteinlmtiles | . 
Jest | 
’ ee 
Jew | pO 
port —— | 
sing 
e to 
ith- 
i ee Reg SOA Rape ERENT FRSC NN TE AIRE A MUNA RNR RET SRR SSR NAY TRESS ii ORL SSG HEL SNES ENTS AREAS 
two ee | 
t of QO 
=" Pe 
ore. | 
: XU 
Fac ia tomes Seapine, ange Sahn rs ALS? oth el ee Sa eee ie aly ee a teehee hee cy ee te pipe ah ; ae 
Re ne eee ee sags niet aes 3 PUM, ee ah | | ee ee. ee 
oa BCA Saas Pie elie ee sie: : eh pene a imac Coie IR peas iam Be <i She omaha 2 euete WES Ghgik su pee Brite i CRE ee See EI er eerie ont ie a Sy Cee 
ei. Pe fo sl ect a ay i eae 6 ee On Ss aa Bea eh ee Mag. emir): cl a 1c a ge pi aap fe a ee etm NUN AV i Se eee 
a 7 isa to eee ee ang eee ee 3 Ere pee oer 5 ek ree ea hr ay MR 5 ey ey a ta Nae cn Vg ME es fe: apne?! 
“ees Sey, i ie. oie: aes © aie ee Mean Tere! a a ne Sea ei sec = 2a, Nee Me eee an Ome NSS age or) Ces hay eae a 


14 


CALKINS PLANS 
TO DEVOTE PEN 
TO LITERATURE 


(Continued from Page 1) 
Holden, received the gold medal for 
distinguished contemporary services 
to advertising “because of his efforts 
both as artist and art director in 
raising the standards of advertising 
through example and through the 
teaching of young men and women 
in the profession.” 


Keen for Youngsters 


Mr. Calkins is in demand both as 
a writer and speaker but in spite of 
the pressure of deadlines, he takes 
particular gratification in address- 
ing gatherings of aspiring young 
advertising men. One such occasion 
was in Chicago in April, 1930, in a 
series of lectures presented by 
Northwestern University. 

Mr. Calkins devoted his address 
to a discussion of the ethics of ad- 
vertising, suggesting that “the re- 
quirements for ethical practice in 
the advertising profession are simi- 
lar to those in any other. 

“Competition that involves the 
preparation of speculative plans, 
offers of free publicity, handling of 


‘ competing accounts and price con- 


cessions, either by rebating commis- 
sion on space, materials and services 
or by paying the salary of one or 
more of the client’s employes, is 
particularly undesirable,” he con- 
tinued. 

“With regard to copy, the greatest 
fault today is the ghost testimonial 
credited to various social, sport and 
theatrical celebrities. This style of 
advertising is taxing the credulity 
and forbearance of the public. The 
certain result is to diminish public 
confidence and thus to decrease the 
effectiveness of all advertising.” 

Mr. Calkins belongs to a large 
number of clubs. His hobbies are 
travel, walking and_ shipbuilding. 
He smokes a pipe, burning a par- 
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“Drive Carefully,” 
Mortician Warns 


New Orleans, Sept. 10.— A 
funeral director has gone after 
the preservation of life m a 
big way with an advertising 
scheme which apparently 
meets all the ethics of his fel- 
low morticians and also has 
the public-spirited touch. 


He hired a billboard on an 
auto - infested thoroughfare, 
had the artist paint a graphic 
picture of the intersection with 
his funeral home in _ promi- 
nence, and then with warm 
solicitude and foot high letters, 
he advises the autoist: 


“Avoid Accidents. Drive 
Carefully. Observe Traffic 
Signals.” The advertisement 
bears his name, but not his 
profession. 


ticularly villainous mixture of his 
own. 

He has found time to write alone 
or in collaboration a number of 
books, including “Modern Advertis- 
ing,” “The Advertising Man,” 
“Louder Please,” an autobiography, 
and “Business the Civilizer.” He also 
contributes to many magazines. 


Telephone Company 
To Use Broadcasting 


The American Telephone & Tele- 
graph Co., New York, will inaugu- 
rate a coast-to-coast weekly radio 
campaign in the near future, using 
the Columbia Broadcasting System 
for the East and the National 
Broadcasting Company for the 
West. 

The programs, to originate in Chi- 
cago, will start September 13. 


“Los Angeles News” 
Names Representatives 

The Los Angeles Illustrated Daily 
News has appointed Thomas L. 
Emory, San Francisco, and Ned 
Brydone-Jack, Los Angeles, as spe- 
cial representatives. 

Elliott C. Hensel, director of ad- 
vertising, said intensive cultivation 
of the field has become necessary. 


J. G. Byers—dean of electrical recording—announces 
the perfection of a new and greatly IMPROVED 
method of hill and dale (vertical cut) recording. 


It has no connection with any other system that may 
be offered by any other company. It will be available 
only through the laboratory bearing his name. 


Do not fail to secure full details. Satisfy yourself that 
this new and improved product of J. G. Byers’ genius 
excels every other system employed in the manu- 
facture of hill and dale electrical transcriptions. 


J. G. Byers standard LATERAL CUT transcriptions, 
awarded first place by broadcasters everywhere, 
will continue to be available through this laboratory. 


BYERS RECORDING LABORATORY, Inc. 


NEW YORK CITY 


SCOTT HOWE BOWEN, Inc. 


National Soles Representatives 


New York Chicago 
Chrysler Bids. Wrigley Bids. 


Detroit Boston 
Fisher Bldg. 185 Devonshire St. 


-. Omaha San Francisco 
502 Barker Bldg. 875 Mission St. 


Decoration Kit 
To Be Theme of 
Shoreham Copy 


New York, Sept. 10—Fall adver- 
tising of Shoreham Rugs, made by 
Alexander Smith & Sons Carpet Co., 
Yonkers, N. Y., and sold by W. & J. 
Sloane, will again be built around 
the interior decoration kit featured 
in the spring copy. 

No less than 30,000 of these kits 
were distributed by retailers in the 
spring, and sales of the rug reached 
such a volume that manufacturing 
schedules were increased 50 per cent. 

The principal dates for the fall 
Shoreham promotion are September 
27 and October 4. On those days 
full pages in color will run in the 
American Weekly and Philadelphia 
Inquirer, with the same copy in roto- 
gravure in the St. Louis Post-Dis- 
patch. A special color cover will 
also be used in the fall issue of But- 
terick Quarterly. 

Eight new Shoreham fall patterns 
have been introduced, bringing the 
total to 18. A broadside describing 
the advertising has been mailed to 
dealers and will be followed by a 
second shot showing the full line in 
color. 


* 


Chicago Women Show 
Prowess at Golf 


Helen Holloway, Kier Letter Com- 
pany, won the Marguerite Heinrichs 
cup, in the fourth annual golf tour- 
nament of the Women’s Advertising 
Club of Chicago August 29. Lucille 
B. Fisk, club president and secretary 
of the American Home Publishers 
Association, was runner-up. 

Laura Johnson, Chas. H. Touzalin 
Agency, won the prize for low putts; 
Janet Olson, Kier Letter Company, 
made the greatest number of pars; 
Ruth Procter, Northern Trust Co., 
took honors on three blind holes, and 
Peggy Chase scored again for the 
Kier Letter Company when she an- 
nexed the blind bogey prize. 

Consolation prizes were awarded 
Sadie Grogan, Marie Nyhan and 
Mrs. Allan Craig. Josephine Kosina 
and Marge Wagner received guest 
prizes. 


Name Representatives 


in National Field 


The Woodland (Cal.) Mail has 
appointed M. C. Mogensen & Co. na- 
tional advertising representatives. 
The Julius Mathews Special Agency 
has been appointed by the Man- 
chester (Conn.) Herald, effective 
November 27, succeeding Hamilton- 
DeLisser, Inc. 

The Dodge City (Kan.) Globe has 
appointed Prudden, King & Prudden, 
and the Clarksdale (Miss.) Register 
has named Inland Newspaper Rep- 
resentatives, effective September 1. 

The Register has also increased 
its national rate. 


Maloney Is Elected 
Rotogravure Director 


Earl H. Maloney, advertising 
manager of the Peoria (Ill.) Jour- 
nal-Transcript, was elected a direc- 
tor of the Rotogravure Advertising 
Association, succeeding K. G. Dray- 
ton, who has left the rotogravure 
field. 

New members of the association 
are the Toledo Times, active, and 
Lorenzen & Thompson, New York 
and Chicago, associate. 


Gray to Advertise 


Building and Footwear 


_ Curtis-Stephens-Embry Co., Read- 
ing, Pa., manufacturer of juvenile 
shoes, has appointed Jerome B. Gray 
& Co., Philadelphia, to advertise its 
“Little Sergeant” line. 

The same agency has been ap- 
pointed to advertise the 32-story 
office building under construction by 
. Philadelphia Saving Fund So- 
ciety. 


Joins “Physical Culture” 


S. Nash Johnston, formerly with 
the J. Walter Thompson Co. and 
the Chicago Tribune Ocean Times, 
has been appointed sales promotion 
a of Physical Culture, New 

or 


Directs Sport Sales 
E. R. Philipp has become general 
sales manager of the Ken-Wel Sport- 
ing Goods Co., Utica, N. Y. He will 
make his headquarters in Chicago. 


N. Y. MANAGER 


Harry E. Houghton, manager of 
the New York office established by 
the Geyer Co., Dayton agency. 


Coal, Fuel Oil 
in Same Class 
for Trade-Marks 


Washington, D. C., Sept. 10.—Coal 
was held to be in the same class 
with fuel oil for trade-mark pur- 
poses by the Commissioner of Pat- 
ents, who confirmed the opposition of 
the Transcontinental Oil Company to 
“Marathon Coal Best in the Long 
Run,” which the Harlan-Wallis Coal 
Corp. sought to register. 

Transcontinental had _ registered 
“Marathon” for lubricating oils and 
greases, gasoline, and allied prod- 
ucts, and the Commissioner inferred 
that it was entitled to protection in 
the fuel oil field by virtue of these 
registrations. 

“Recognizing fully the difference 
in the physical characteristics of the 
goods,” ruled the Commissioner, “and 
the different methods of producing 
and handling them, the fact must be 
recognized that both constitute 
forms of fuel for heating, both are 
frequently handled by the same re- 
tailers and sold to the same class of 
customers.” 


Staff of “Forum” Is 
Retained by Myers 


The personnel of The Architec- 
tural Forum will remain intact un- 
der Howard Myers, who recently 
acquired control. Mr. Myers for- 
merly published the magazine as 
president of the Rogers & Manson 
Company. 

Kenneth K. Stowell will continue 
as editor, with Roger W. Sherman 
as managing editor, and John Cush- 
man Fisters as associate editor. 
Lester K. Fountain has been re- 
tained as advertising manager. New 
offices have been established in the 
Daily News Building, 220 East 42nd 
Street, New York. 


Publishers to Meet 
at Lake George 


The New York State Publishers 
Association will hold a two-day con- 
vention at Lake George, N. Y., Sep- 
tember 18 and 19, Arthur D. Hecox, 
president of the association and gen- 
eral manager of the Albany Evening 
News and the Knickerbocker Press, 
announced. 

Speakers will include Frank E. 
Gannett, president of the Gannett 
newspapers; Victor Ridder, editor 
of the New York Staats Zeitung; 
Carlton K. Matson, publisher of the 
Buffalo Times; William G. Chandler, 
general manager of the Saripps- 
Howard newspapers; and Professor 
Nelson C. Brown, of Syracuse Uni- 
versity. 


Publishers’ Papers 
in Consolidation 

National Printer Journalist and 
United States Publisher, Springfield, 
Ill., has merged with Country News- 
paper Advertising, Des Moines, Ia., 
as National Printer Journalist with 
Newspaper Advertising Service, 
Springfield. 

C. A. Baumgart, publisher of 
Country Newspaper Advertising, 
will edit the advertising service sec- 
tion. H. L. Williamson is publisher 
and Ole Buck, Lincoln, Neb., editor. 


SAYS FOOD AND 
DRUGS ACT IS 
INADEQUATE 


West Baden, Ind., Sept. 10.—De- 
claring the preserves industry has 
been demoralized by the “distinctive 
name” provision of the Food and 
Drugs Act, Dr. W. G. Campbell, 
director of regulatory work for the 
Department of Agriculture, told the 
Association of Dairy, Food and 
Drug Officials of the United States 
he would ask Congress to repeal this 
loophole in December. 

Paragraph 4 of Section 8 pro- 
vides: 

“An article of food which does not 
contain any added poisonous or 
deleterious ingredients shall not be 
deemed to be adulterated or mis- 
branded in the following cases: 

“First. In the case of mixtures or 
compounds which may be now or 
from time to time hereafter known 
as articles of food, under their own 
distinctive names, and not an imita. 
tion of or offered for sale under the 


distinctive name of another article, 
** * 


Sub-Standard Goods 


Dr. Campbell said the standard 
for preserves requires the presence 
of at least 45 per cent fruit, but that 
production of pectin in a commercial 
way suggested use of a pectinous 
sugar solution which would produce 
the appearance of a standard article 
with one-half of the required fruit 
content. 

“This form of adulteration,” he 
continued, “was dealt with swiftly 
and vigorously where the product 
was labeled ‘raspberry preserves’ 
or ‘strawberry preserves.’ 

“However, one manufacturer re- 
sorted to the expedient of labeling 
his article with a distinctive name. 
It was packed in glass containers; it 
looked like preserves in which no 
fruit deficiency existed; it was sold 
actually as preserves by retailers 
and frequently, if not usually, at a 
price only slightly lower than that 
for which the standard product was 
sold. 

“The courts upheld this form of 
adulteration and the Department of 
Justice has declined to appeal.” 


Uses Dialogue 
in New Volume 
on Insurance 


Hartford, Conn., Sept. 10.—‘Fifty 
Interviews—Fifty Sales” is the title 
of a new book written entirely in 
dialogue, and dealing with life in- 
surance salesmanship, published by 
Kenilworth H. Mathus, editor of 
publications for the Connecticut Mu- 
tual Life Insurance Company. Mr. 
Mathus is also the author of “The 
Eyes Have It, in Selling Life Insur- 
ance,” published in 1929. 

Even the introduction of Mr. 
Mathus’ latest work, written by 
John A. Stevenson, vice-president of 
the Penn Mutual Life Insurance 
Company, follows the dialogue treat- 
ment. Different sales methods are 
urged for different types of cover- 
age. 

In the introduction Mr. Stevenson 
discusses the value of organized 
sales presentations. He believes in 
them, he says, “just as thoroughly 
as I believe in drawing up a plan 
for a house before starting to build 
it, and for the same reason. You 
have a definite picture of what you 
want to accomplish. You don’t have 
to stop and consider what to do next 
at every step.” 


Gives Women’s Views 


Mrs. Monica Morrison has been 
made office manager of the Chicago 
office of Pictorial Review, and will 
assist in the solicitation of women’s 
accounts. She was formerly an ad- 
vertising solicitor for Modern 
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net Lucrezia Kemper 

‘le, San Francisco, Cal., Sept. 10— 
Possibly no advertising woman in 
the United States has had a more 
colorful career than Lucrezia Kem- 

rd per, assistant to the Pacific Coast 

nce manager of Albert Frank & Co. 

rat Mrs. Kemper was born on a cattle 

ial ranch near Spokane, Wash., where 

us the Yakima Indian held forth in 

ice numbers. Some day, Mrs. Kemper 

cle will capitalize the knowledge gained 

uit in her childhood days by writing a 
book about this family of the noble 

he red man. 

tly She entered the business world via 

uct the advertising department of the 

res’ San Jose, (Cal.) Mercury, while she 
was still in high school. When the 

re- United States entered the war, Mrs. 

ing Kemper did likewise, enlisting in the 

me, Savation Army. 

‘a After the armistice, she did pub- 

no licity work for the Utah-Idaho Sugar 

old Company, aso writing features for 

ers the Seattle Times and Spokane 

ta Spokesman-Review. In 1928, she 

hat returned to San Francisco with 

vas Erwin, Wasey & Co. She joined 
Albert Frank & Co. when the San 

of Francisco branch was established in 

of 1927. 


Mrs. Kemper has been active in 
organization work, serving as secre- 
tary of the San Francisco Advertis- 
ing Club in 1930. She was also one 
of the judges of the exhibition of 
the Pacific Advertising Clubs As- 


; sociation in Oakland in 1929. 
Mrs. Kemper is married, and lives 
“Ee in Sausalito, just across the Bay 


from San Francisco where she main- 
tains a beautiful studio-home over- 


on looking the Golden Gate. Her hobby 
re is horseback riding and one of her 
Pin pet accounts is that of a large man- 
by ufacturer of lariats, saddles, bridles 
of and whips for children. 

ai Her spare moments are spent in 

Mr reading the biographies of financial 


; kings, stories of Wall Street, and 
rhe : 
magazines of travel. 


ur- 

Mr. McCall Increases 

by Canadian Prices 
, of The McCall Company, New York, 
nce has announced an increase of 5 
~at- cents per copy in the price of 
are McCall’s Magazine and the Red Book 
er- in Canada, and an increase of 50 


cents per year on annual subscrip- 
tions. 
While a few magazines plan to 


F maintain their present prices in om ch — : e 7 

in spite of the Canadian duty, a ma- 
hly jority of the larger publishers will ) 
lan raise prices. . : 
— Dodge Contracts for - | : e 
ow “More Power to You” : 
ext A ten-reel talking picture, “More 

Power to You,” will be produced for 


the Dodge Motor Car Co. by Educa- 

eg Talking Pictures, Hollywood, 
al. a 
The film will show proper sales : 


methods. 
een titel etait 
a 
fl Farm Papers Merge 
on’s Farmer and Stockman, Kansas 
ad- City, has merged with Swine World, 
ern which has moved to Barnard, Mo., 


from Shenandoah, Ia. 
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PHOTOGRAPHIC REVIEW OF THE WEEK§ 


TIRE AND 
MERCHANDISE 
DISPLAY RACK 


PAT. NO. 1,822,569 
SEPT. 8, 193) 


SIMPLIFYING HEAVY DISPLAYS 
The Einson-Freeman Co., Long Island City, N. Y., has 
= received a patent on this new locking device, which facili- 
PUBLISHER COVERS MEETING OF “OLD TIMERS” *”. tates display of tires and other heavy merchandise. 
Frank W. Rostock, former baseball writer and now president of the Cincinnati Post, 
accepted an assignment to cover a meeting of the “Old Timers,” baseball organization, in 
Cincinnati this week. Mr. Rostock, at right, is shown interviewing two old friends, Long 
Bob Ewing (center) and George Paskert, both former members of the Cincinnati Reds. 


eae 


AIRPLANE-TYPE GAS STATION 

The Vaughn Oil Company has capitalized the romance of the 
air in this new service station on Route 25, near Cincinnati. 
Armco Ingot Iron was used in its construction. 


JIMMY DOOLITTLE FLIES UNDER SHELL BANNER 


Among those present at the air races at Cleveland this week was Major James H. 
Doolittle, director of the aviation department cf the Shell Petroleum Corporation. 


THE BIG PARADE IS TO DETROIT 


AMERICAN LEGION 


POSTER> COURTESY FISHER BODY CORP DETROIT « SEPTEMBER 21 TO 24 
Tose 
OFFICES OF WELL KNOWN 
JAUNTY LEGIONAIRES BLANKET ENTIRE COUNTRY rrciua Mmarn.1% 
This interesting outdoor display represents the joint contribution of the Fisher Body , . . ‘ 
Corporation and the Outdoor Advertising Association of America. The design was pro- Here ts waere'w. A. Kictsedee, airwerer of esign ond 
vided by Fred Ludekins of the Byron Musser Studios, New York, in a competition con- typography for R. R. Donnelley & Sons Co., Chicago, does 


ducted by the Campbell-Ewald Co. his work. The office is in the modern vein. 
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